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New Holophane Units 
er Store Front Lighting 


The most effective and the most 
efficient lighting units ever devised for 
Store Fronts. The HOLOPHANE 
Reflector within the Opal Envelope 
combines every quality desirable in 
the illumination of store fronts. 





The greatest possible amount of light 
is thrown downward on the sidewalk. 


There is no upward illumination to 
spoil the effect of the electric sign. 





- — There is no glare of light to dazzle 
—_ ee...) re ba] 
= — the eves of the man across the street 
No | 0) ° 
1008 and rob the strength of the window. 


The unit itself is unique and artistic 
in appearance and the store stands out 
as “different” from anything in the 














block. 
Each unit is furnished complete with 
lamp socket in correct position. <A 
hood fitted with a one-half inch pipe 
coupling provides an economical means Di 
of suspension with the ordinary pipe ce 
bracket. Careful design and_ close gt 
fitting joints with gaskets, make the ki 
units practically dustproof. Ww 
Write for bulletin No. 102—-TODAY. li 
Order samples and Use Them. Store se 
Front Lighting is a new idea and is 
proving most popular with the mer B 
chants. It is a business opportunity 
; for vou, P 


HOLOPHANE COMPANY W 
NEWARK. OHIO 


York Boston Philadelphia Chicago San Francisco Londo 


Holophane Company, Ltd., 62 Front St.. W.. Toronto, Canada 
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— Do You Buy 
~ Your Collars 


Do? 


[Ole Ioje SI (jf 30) 


E have talked to you about BUCKEYE Quality—suppose we 
disregard quality and for the sake of argument, say that all 
lamps are alike. There are still convincing reasons why you 
should buy BUCKEYE Lamps. The individuality of BUCK- 
EYE Service is as big a factor in the value of those lamps to you. 









































Why do you buy your collars where you do? Why do you usually go to one 
particular haberdasher’s shop, when you know that you can buy practically the identical 
collar at the same price at any one of a dozen other stores, some nearer at hand? You 
go there simply because you want the service that you find there, because the salesman 
knows you, and isn’t inattentive and isn’t ‘‘fresh.”” You go there because you are 
waited on quickly and without blunders; and if anything proves defective you’re treated 
like a white man, and it’s made right. It isn’t only the collar you want. You want 
service quite as you want good linen and ‘‘style.”’ 








; 


And when you buy lamps — it isn’t only the lamp you want. You want service— 
BUCKEYE Service. You want to be sure of honest rating, careful selection, safe 
packing, prompt and accurate delivery and the best lamp that science, experience, 
organization and enthusiasm can build. That’s BUCKEYE Service and BUCKEYE 
Quality. That's what you buy when you buy BUCKEYE Lamps. You’re “‘waited on” 
quickly and without blunders; aad if anything proves defective, you’re treated like a 
white man and it’s made right. 














DSjpie Voc | (=) ==) (C=) 
THE BUCKEYE ELECTRIC CO. 
CLEVELAND 
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The Westinghouse 


The Guaranteed Electric Toaster-Stove 











OU, Mr. Dealer and Mr. Central Station Manager, 
have always known the excellent features of the 

Westinghouse Electric Toaster-Stove. 
Its handsome appearance and a little persuasion on your 


part have put it into many homes. Pessimism as to its con- 
tinued daily serviceability has kept it out of many. 


A binding guarantee now covers each one—we replace 
it with a new one if anything goes wrong. 


Doubt as to its value is remcved, and many more people 
in your territory will now buy one. 


Send for printed literature and other selling helps, and 
go right after them. 


Westinghouse Electric & Manufacturing Company 
East Pittsburgh 


Sales Offices in Foriy-Five American Cities Representatives All Over the World 


In writing to advertisers, mention ‘‘Selling Electricity’’ 
















March, 1912 














x al 








SELLING ELECTRICITY 









There’s Nothing New 
About an Eagle— 





But You Never Saw a 
Sign Like This 


















The signs we are describing in 
these advertisements are not the 
mammoth displays—though we make 
many of them—but the small ones, 
the kind you sell the most of, the 
ones you are really most interested 
in. We want to show you that we 
can build small signs for your people 
and build every one chock full of 


bwivibualthy 
This sign we built for the Elite Theatre in Meridian, Miss. The 
owner wanted the eagle, so we built it that way and it’s as appealing a 


sign as you ever saw. The eagle is fired with opal lamps, the streams 
are red, the bowl is green. It’s a good sign. 


























It’s the same with a sign as it is with a man. It isn’t the size nor 
the clothes; it’s the character, the individuality and that’s what The 
Greenwoods work for. 

Every sign we build is all metal, strong and workmanlike and the 
finish lives for years. If you want the signs your people buy to bring 
satisfaction and sell goods, see that they buy from 


Greenwood Advertising Company 


Knoxville, Tenn. 
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What the Architect Demands 


of the Fixtureman 


Selling fixtures to the architect is not like of quality. Whether he buys a 2 light fixture 





selling fixtures to the householder. It isn’t a 
matter of showing him a fixture that takes his 
fancy for any one of seven reasons. The archi- 
tect usually knows what he is looking for. He 
wants harmony of design and a high standard 


or a 4-light fixture depends very largely on how 
that fixture looks to him, in its relation to the 
character of the room to be lighted. That 
gives a tremendous advantage to the contractor 
or dealer — the fixtureman — who sells 


TTC TUNGSTOLIERS 


The man who sells TTC TUNGSTOLIERS 
can go to the architect’s office with the fixture 
itself —a variety of fixtures—in a single suit- 
case. He can walk in with an assortment of 
TTC Tungstolier parts and demonstrate a half 
dozen combinations, while the architect has the 
plans and specifications before him, and can 
weigh the virtues of the fixture at leisure and 
free from the diverting influences of the ordinary 
salesroom where a hundred different fixture 
types are displayed in baffling disorder. This 
appeals to the architect strongly. It is co- 
operation, it is service; and the architect places 
many orders for fixtures and can influence the 
selection of a hundred more to every one he buys. 





The fixtureman who sells the TTC TUNGS- 
TOLIER is equipped to secure the architect’s 
business and to develop the architect’s interest 
and co-operation in raising the standard of 
illumination, as is impossible with ordinary 
fixture equipment. The design, the finish and the 
price of TTC TUNGSTOLIERS all combine 
to make them the most saleable fixtures on the 
market. There are 1944 different styles and 
they can be demonstrated from a stock of 87 
parts. That shows the flexibility of the line. 

Have you read our booklet “A New Way 
to Sell Fixtures”? If you haven’t, send for it 
today and order a sample. Don’t let this 
architect’s business get away from you. 


THE TUNGSTOLIER COMPANY 


MAIN OFFICE 


NEW YORK 


AND WORKS: 


CONNEAUT, OHIO 


DALLAS 
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Illustration Shows 12 
and 16 inch Sizes 


| 
Oscillating and Non- 
Oscillating | 





The Most Popular Fan Motors 


Last year’s Fan Motor sales were the largest in the history of 
the company. Competitors were distanced. 


There are reasons. 


The first, and most important, is the quality of G-E Fans. 
Reputation, based on merit, sold thousands. The ‘“‘hot wave” 
sold many. A widespread demand was created by national 
advertising in ten million magazines. In the middle of the sea- 
son more orders were received than could be filled promptly. 


The season’s success strengthened the already acknowledged 
leadership of G-E Fan Motors. Quality and national advertising 
in 1912 will maintain this leadership. 


Orders will be filled during the ‘‘hot wave’’ as rapidly as 


possible but far-sighted buyers will anticipate the increasing 
demand for G-E Fans by ordering a larger stock now. 


General Electric Company 


Principal Office: Schenectady, N. Y. 
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There is Money in the Small 
Motor Load 


Every motor driven sewing machine washer 
or printing press helps fill up the gaps in 
your load curves. 

They are mostly day load in small units and 
increase your load factor. 





Western -Ekeciric 


Small Power Motors 


keep everlastingly at it. They please your 
customers and help the meter. They are 
reliable workers for you and your customer. 


Every installation creates a demand, so start right to 
work today. Send to our Dept. 6 G. for ammunition. 


WESTERN ELECTRIC COMPANY 


Manufacturers of the 6,000,000 ‘*Bell’’ Telephones 
“SAVE TIME AND FREIGHT New York Atlanta St Paul Dallas Los Angeles “SAVE TIME AND FREIGHT 
5 Buffalo Chicago Milwaukee Omaha Seattie 
Philadelphia Indianapolis Saint Louis Oklahoma City Salt LakeCity FLT 
ay Boston Cincinnan Kansas City San Francisco Portland 
Pittsburg Minneapolis Denver Oakland 
4 Montreal Toronto Winnipeg Vancouver 
Antwerp London Berlin Paris Johannesburg Sydney Tokyo 


Address the house nearest you 


* TELETWOM SE mo EQUIPMENT FOR EVERY ELECTRICAL NEED- -_ 
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The “Definite Results” Brand of Advertising , . Lloyd R. Blynn 
The Electric Shop—Is There Profit in It ? , : ave (. Bader 
A Specialist in Decorations—A Dollar Idea : : 
A Demonstration That Paid Its Way. ; ‘ Korst 
The Promotion of Business in Small Towns ‘ Geo. Dd. pnahscrs , 
A Miniature Model Factory 
A Letter from Chattanooga 
Central Station Pioneer Retires ‘ ‘ d ; 
oe Incubators Successful in New Orleans , ; ’. BE. Clement 
A “Red Hot” Toaster—A Dollar Idea 

Cathedral Illumination for Cardinal Farley 
A “Seattle Competition” : . ‘ : 
The Value of a Vehicle Load . Ralph Birchard 
How the Customer Can Help in the Popularizing of 

Electric Trucks ; , : , . D. L. Ott 
Serving the Company i ; . C.E. Lewis 

“Cheaper Light Rate Is Forced on Consumers” 

A New Use for Electric Irons—A Dollar Idea 
The “Golden Stairs” 
The Work of a Horse Power on the Farm 
Advertising Clean Work and How to Make Good- —A Dollar Idea 
Editorial ‘ , 


ELECTRICAL MERCHANDISE 

General Practitioner or Specialist ? : : Earl E. Whitehorne 
Window Displays—Good and Bad 

Sign Maintenance as a Business 

The Diamond Tire Sign 

Practical Scrubbing and F loor Finishing 


ELECTRICAL PROGRESS—Sign and Window Number 


Location as an Investment E , : ; (Three 
Motion—What It’s Worth in a Sign ; . : ; (Four) 
The Small Town Opportunity , : (Five) 
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THE 


“National” 
Storage Battery 


For Electric Vehicles and Trucks 


The points about this battery are that it is carefully 
designed and built with thoroughness. It has great 
vitality and will give the best economy in actual 
service. When we talk about economy, we do not have 
in mind a discussion that would make you dizzy to 
follow and the gist of which would be that you are 
crazy to think of any other Battery than the National. 





Your electric vehicle service for the next three years 
will “‘set you back” fewer dollars if you use the 
National than if you use any other make. That’s 
simple, isn’t it? 

The National Battery is made with four distinct plate 
types offering four distinct economy characteristics and 
covering the entire field from average short runs to 
average extremely long runs. 


Our engineering service is yours to help you analyze 
your particular conditions in order to secure the 
utmost economy. 


The United States Light and Heating Company 
General! Offices: 30 Church St., New York. Factory: Niagara Falls, N. Y. 


Sales Offices and Depots 


New York Boston Buffalo Cleveland _ Detroit 





Chicago _ St. Louis 
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Brand of Advertising 


A Campaign That Proved Its Value by Creating More Actual Business in 
Two Months Than Was Written in the Sixteen Months Preceding 


By 


Lioyp Ross Biyxn 


Of the Advertising Department, The United Gas Improvement Company 


A recent issue of a foreign encyclo- 
pedia defines advertising as “of recent 
origin if it be regarded as a serious 
adjunct to other phases of commercial 
activity. 

Those of us who are actively engaged 
in advertising came some time ago to 
look upon our occupation as a serious 











Lloyd R. 


Blynn. 


one, but there are still some benighted 
beings who have not seen the light. 
It is for these that this article is written 
primarily, but the result of the 
particular campaign described may 
strengthen the faith of others. 

A while ago one of the officials of the 
Charleston Consolidated Railway and 
Lighting Company mentioned to us 
that the company had received a con- 





siderable number of letters from con- 
sumers testifying to their appreciation 
of the service the company was giving 


electric sign and window lighting 
and declaring their belief that this 


lighting was of great advertising value 
to the consumer. It thereupon oc- 
curred to us that if the consumer felt 
that way about it he would not mind 
letting us tell the public so over his 
signature. 

We decided that a newspaper cam- 
paign in generous space would attract 
most attention and we figured that 
quarter-page copy would carry our 
message adequately. We had photo- 
graphs made of some installations and 
then asked merchants to write their 
candid opinions of the service. Some 
of the merchants saw the publicity 
value to themselves (as we had figured 
they would) and “came across” at 
once, but there were some who balked 
at the idea. It must be remembered 
that Charleston retains a good deal of 
its reputation as being the most con- 
servative city in the South, socially, 
and this conservatism extends today 
to some of the merchants. We did 
not attempt to move these conserva- 
tives but waited for the advertising of 
their competitors to arouse in their 
breasts a spirit of envy at the free 
publicity. And that is exactly what 
happened. 

The next thing to do was to hit on a 
slogan, and we decided on the one 
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which appears in the illustrations. 
We concluded that the photograph of 
the building would be an attention- 
arrester and that the facsimile of the 
letter received from the consumer 
would carry much more weight than 
anything which we might ourselves 
originate and we, therefore, restricted 
our own copy to a very few words. 
We were careful in having photographs 
made to obtain only night views which 
would, of course, give the public an 
idea of the lighting effect. 

After we had run four or five pieces 
of copy some of the conservative mer- 
chants who had at first declined to 
permit us to exploit them had a change 
of heart and when one of our repre- 
sentatives casually dropped in they 
gave us permission to reproduce photo- 
graphs of their windows and signs and 
offered us testimonial letters. Natur- 
ally, what we were after was not so 
much to advertise the merchant, as to 
advertise ourselves to the end that we 
would get more window and sign light- 
ing contracts. There was one large 
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department store which had positively 
refused to light its windows during the 
evening but after we had advertised 
one of its competitors, the proprietors 
immediately requested to be put on 
our flat rate window lighting service 
with a view of obtaining some of the 
free advertising. 

We used one afternoon paper, one 
morning paper, and one weekly paper, 
changing copy with each insertion in 
each paper so that the same piece of 
copy appeared in three different news- 
papers. After this campaign had been 
carried on for two months we took an 
inventory of results and found that 
we had actually written more con- 
tracts for window and sign lighting 
during the two months than were 
written during the sixteen preceding 
months. Three of our consumers 
wrote us letters in which they declared 
positively that they could trace an 
increase in their business directly due 
to this advertising. 

Of course, there is nothing new in 
the testimonial letter scheme of ad- 





Mr. McLoy says no man ever has to hunt 
his place because the Electric Sign points 
the way. Read what this consumer 
thinks about our Electric Signs and our 
service: 


THE OCCIDENTAL CIGAR STORE 
JAMES MCLOY, Prornicron 
ALL THE LEADING BRANDS OF CIGARS. CIGARETTES AND TOBACCOS 


136 1-2 MARKET STREET. 


CHARLESTON, sc. Setober 26th, _ = 4g 2 


CEARLESTON CONSOLIDATED RAILWAY ABD LIGHTING CO., 
Cherleston, 8.C. 
Gentlemen: 

The Electric Sign which was recently inetailed for me is giv- 
ing greet eatisfaction and bringing in excellent resulte. This class 
of advertising ie unexcelied. An Blectric Sign, in addition to a well 
Lighted store, Greve trade without question. Your Baintenance proposi- 
tion relieyes ue of looking efter the renewal of the lamps, and the 


turming om and off of the sign. 


Youre very truly. e 
Aint EF 
a 


c 


WE CAN DO AS 
MUCH FOR YOU 





Lots of Men Have to Hunt for a Cigar Store at Night 











Charleston Consolidated Railway and Lighting Company 











One of the testimonial ads. 


It is easy to see why the merchant is willing to furnish the letter. 
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vertising. 
many years in many advertising cam- 
paigns but the strong point in our 
campaign was the fact that the mer- 
chants whose letters we printed are all 


It has been used for a great 
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Aside from the actual return to us 
in dollars and cents this campaign, I 
think, proved conclusively to those of 
our organization whose faith needed 
bolstering up, the immense value of 
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FINE CIGARS 


Charleen FE 
eo Consolidated Railway & Ligting ce., 
oaty- 


erly ing te yoare of the LOwn 


state thet in 
Peceesary te 


ect. 
Ye none se an advertising feature ant « trade producer 


Yours very trely, 
7 








| Charleston Consolidated Railway | 
& Lighting Company 


f J Vnkuschn higa) 


inet. #0 
maintaining @ firet slese cigar ant tebaces store, it ts 


have ample Light, pet only fer Liaminetion, bat a an atvertion- 


‘The Mestria Signe hich we have 


sa prenaganen crane 
VE Se thnae Pim 
< Presiden te 





**Keep thy shop, and thy 
shop will keep thee” wrote 
Benjamin Franklin. 
“Light gains make heavy 
purses,” 

Mr. Pinkussohn agrees 
with him—Read what he 
says & remember 


We Can Do As 
Much for You 


he 








desire te 


inetalled are sesomt 
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The arrangement of this ad produces an unusual effect that flags the attention. 


It occupied a large space 


so that the letter stood out strong. 


known to the people of Charleston 
and it was a very easy matter for 
anyone who was inclined to doubt 
the truth of our statements to inquire 
at headquarters. 


newspaper advertising. I freely assert 
that from no other method of adver- 
tising, whether word-of-mouth, book- 
let, magazine, street-car, or billboard, 
would it have been possible for 
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us to have secured as great a return. 
This advertising was not planned to 
do the work of a salesman or solicitor; 
it. was simply intended to pave the 
way for him. An examination of the 
copy will show that nowhere is made 
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cheap? There is a very old and a very 
true saying that things which cost 
little or nothing are usually worth it. 
Entirely too many otherwise sound 
business men turn down advertising 
propositions after a look at the cost, 














Pay in the business they lose 
Pay in the business you gain 


Because:— 


PETERS-TAYLOR COMPANY 
SUBMIT THEIR TESTIMONIAL 


Charleston Consolidated 








Your Competitors Will Pay For Your 


Electric Window Lighting 7 


The people who pass their windows and your 
windows are inevitably going to patronize the 


STORE THAT IS BEST LIGHTED. 


We Can Do As Much For You 


Railway & Lighting Company 


+ PevEne, meee 


peer a-ciehbcliienystasnen 
Perers-Taytor Company 


TAILORS AND HABERDASHERS 





KING STREET 


CHARLERTON, 8. C 


December 18, 1911. 


CRARLESTOS COBSOLIDATED RY. ® LIGETIBS CO., 
PA) Meoting Street, 
Charleston, 8.c. 
Gentlemen: 

We are in receipt of your letior of recent dais 
Pequesving Cur opinion of Display Window Lighting. 

For sometine past we have gives this aethed 
of edvertising © severe test from whirh we hare derived 
splendid rerulte and we take pleasure in recommending this 
Lighting to cur fellow mershante. 

The majority of stores depend on the working 
slesees for the greeter portions of their custom, and there 
are many Of theese people whose only chance for cheerving 
Vindow Gieplaye te after closing hours. This is tre 
opportuaity for displays Wile our seighters winéow as) 
be Gerk and unattractive. 

Be woule be plessed te have you refer any 
Proepect te ws Whe Ghows the slightest hesitancy arcut 
wadertaning (hie preposition. 

Youre wery truly, 
PETERE- TAYLOR enor, 


a ibaden<) 








How many merchants are there in your town who would be glad to share in the benefits of an ad like this? 


mention of rates; business is sought 
only by inference; we presumed that 
the common sense of the reader would 
teach him what our purpose was in 
advertising. 

The cut work and photography in 
this scheme of advertising is expensive 
but what advertising worth anything is 





without consider the 
returns. 

This whole scheme is a co-operative 
one; we advertised the merchant’s 
place of business and the merchant’s 
opinion of our service advertised us 
and thus we both got results and were 
pleased. 


stopping to 
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The Electric Shop—Is There 
Profit In It? 

The Opinion of a Man Who Runs One 
Where the Earning Power Lies. 
By Henry C. Baker 
Can electrical devices be sold at a 


satisfying profit by the electrical 
dealer? I am an electrical merchant 
with an electric shop at 1280 Euclid 
Avenue, Cleveland, Ohio, and I have 
seen the practical answer to that 
question many times in the past when 
I was identified with one of the largest 
manufacturers of electrical devices, 
and later in the store here in Cleveland. 
The answer is—Yes; but the dealer 
must sell them, not merely have them 
in stock in his store, expecting the 
customer to buy them. He must 
adopt an aggressive policy, this is my 
proven theory. I maintained that by 
adopting up-to-date merchandising 
methods, a large revenue can be de- 
rived from ths new and _ growing 
branch of the electrical industry, pro- 
vided, of course, that the central sta- 
tion will co-operate at least to the 
extent of either turning the business 
over to the dealer or maintaining 
retail prices. 

Let me state here, that experience 
has taught that the sale of any given 
device in this line can be best pro- 
moted by maintaining the retail price 
sufficiently high to allow for aggres- 
sive, and perhaps expensive, methods 
of exploitation. For instance, suppose 
the dealer’s or the central station’s 
cost on a certain make of iron is $2.50. 
More of those irons can be sold at $5, 
which allows for an ample profit mar- 
gin, and a liberal service policy, than 
can ever be sold by simply holding 
down the price and retailing for $2.50 
or $3. This is a fact, not a mere 
theory, and has been repeatedly proven 
in practical selling campaigns which | 
have conducted in various cities and 
under varying conditions. 

For some time past it has been my 
ambition and desire, perhaps I should 
say my “dream,” to put this theory 
into consistent practice, and believing 
that the psychological moment has 
arrived, I have opened a store devoted 
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exclusively to the sale of electrical 
household appliances and the acces- 
sories. Though still in its infaney, 
being but three months old, I feel 
that the venture has justified all ex- 
pectations, for as a matter of fact, it 
has proven an exceptional success. 
The results are already more than 
gratifying. The public has responded, 
business has been good, and a very 
substantial profit has accrued from 
the enterprise. 

There is really nothing radical in the 
methods pursued. They are all found- 
ed on the solid practice of good mer- 
chandising, those principles which 
have proven their value in the older 
and more established lines. I think 
the immediate success of the venture 
may be attributed principally to these 
factors: specialization, service, energy, 
manner of display, and, of course, 
publicity. 

The matter of specialization is an 
extremely important one. It is essen- 
tial that this class of merchandise be 


handled by those who thoroughly 
understand it. Special knowledge is 
of importance. I don’t mean_tech- 


nical knowledge, but [ do mean that 
knowledge that can only be gained 
through the actual experience of hav- 
ing used these devices, and a sincere 
enthusiasm for them. I consider it 
imperative that every salesman in an 
electric store should have a thorough 
understanding of the uses, advantages, 
applications, and economies of each 
device, and be able to explain them in 
simple, convincing, non-technical lan- 
guage, in such a manner that the lay- 
man can easily comprehend and ap- 
preciate. The salesman must also be 
prepared to meet all possible (and some 
impossible) objections, and he must, 
above all, be courteous and willing to 
explain. 

The matter of service is also of ut- 
most importance. Many of my friends 
accuse me of being an extremist in this 
matter, but this same going to ex- 
tremes has proven most profitable in 
our enterprise. If it is necessary to 
spend two or three times the profit to 
deliver a lamp, for instance, we deem 
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uch expenditure a good advertising 
nvestment, providing that we deliver 
the lamp promptly, properly wrapped, 
and by a porter who is prepared to 
install that lamp in its proper socket, 
if the purchaser so desires. To make 
such service profitable it must bring con- 
stant publicity, through good feeling. 

This matter of service is of special 
importance when dealing with women, 
as it is sure to bring the repeat orders, 
and make permanent customers, who 
will place confidence in the store that 
serves them in this manner. We must 
always remember that the woman of 
today is the purchasing agent in mat- 
ters pertaining to the household, and 
the electric appliance merchant, who 
expects success, must be prepared to 
cater to the trade of women, just as all 
other concerns do who deal largely in 
household supplies and equipment. 
To neglect this obvious fact is about 
as wise as it would be to pass out cigars 
at a millinery opening. 

The salesman will find that his busi- 
ness will be principally with women. 
Therefore, he should be prepared to 
explain how devices may be cleaned, 
and other questions of a like nature. 
We confront a condition which cannot 
be evaded, and which we should not 
try to evade. The electrical appli- 
ances are for the most part, labor- 
saving devices which make women’s 
work easier or more efficient. Women 
are, and always have been, pre-eminent 
in the matter of economies. Any- 
thing which saves time and labor will 
appeal to the woman, if presented in a 
right manner. 

Now as to the matter of energy. 
While I might dwell at length upon 
this point, I think it useless to do so, 
for it must be self-evident that in order 
to secure public favor, these compara- 
tively new devices must be pushed 
with even more energy than was neces- 
sary in establishing the older and bet- 
ter known devices. Much has been 
done n this direction, and much more 
has been left undone. If half the 
energy that has been spent on intro- 
ducing electricity into the home had 
been expended in prevailing upon the 
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householder to utilize electric current 
to secure some of the conveniences and 
economies that could thereby be ef- 
fected, the sale of these household 
devices and the number of lighting 
customers secured without special 
effort would have been tremendously 
increased. 

The matter of display has been 
foolishly and shamefully neglected by 
the electrical merchant. What would 
we think of a dry goods store or a 
department store, where all the mer- 
chandise was kept shut up in boxes on 
the shelves, except for a few samples 
in a closed show-case? And yet this is 
precisely the method that has been 
followed by the average electrical 
merchant in displaying his wares. 
He has placed them where they cannot 
be touched, examined, or easily shown. 
He has expected that the prospective 
customer would come into his store 
and ask for something he has never 
seen; in fact, never has had the oppor- 
tunity of seeing. And the dealer has 
been disappointed because the public 
has failed to do so. 

Why can’t we of the electrical fra- 
ternity be reasonable in this matter of 
selling goods? Why not display our 
stock in natural surroundings and 
where our customers can examine them? 
Is it logical to presume that this line of 
merchandise which is comparatively 
new, can be sold without being ex- 
ploited at least as energetically as the 
older and more standard lines are con- 
stantly being pushed? Is it logical to 
expect that the customer will make 
the special effort necessary to arouse 
his interest? Is it not up to us to 
make a determined campaign to edu- 
cate the customer to our way of think- 
ing, and ultimately to the purchase of 
these devices, which we are so positive 
are of value to him? 

Here in our electric shop in Cleve- 
land we display all our wares in such a 
manner that they are easily accessible 
and convenient for the purchaser’s 
examination. We have further ar- 
ranged our electrical circuits so that 
every device can be and is demon- 
strated to every possible purchaser who 
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seems in the least interested. We are 
giving the most thoroughly persuasive 
service we are able to devise, we are 
making the public want our goods and 
we are selling them while they feel 
that way about it. Our methods are 
neither new nor radical. In fact, they 
are founded on conservative, rational 
merchandising principles that are 
standard among progressive and suc- 
cessful merchants in other fields. 
They are new only to the electrical 
business, but they have proven profit- 
able in our case, and we hope that 
others who are working to develop the 
electric store may adopt them and 
find them equally profitable. 


New Public Sign for Rochester. 

The Rochester Railway & Light 
Company has installed another change- 
able sign in that city, making in all 
five large electric signs that are used 
to advertise the company’s service. 
These signs operate in prominent lo- 
cations in different sections of the city, 
and the wording is changed periodi- 
cally to feature electric power, signs, 
vehicles, or any other class of service, 
in letters four feet high. The new 
sign will measure 30 by 50 feet, so 
arranged that letters two feet or mul- 
tiples can be used. 

The Rochester Company has hit 
upon a clever method of keeping these 
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signs in the public eye by renting the 
space to local merchants and manufac- 
turers for periods not to exceed two 
months, thereby attracting constant 
public notice. The signs are also 
loaned occasionally to the city or the 
Chamber of Commerce to further any 
movement for civic progress. As a 
result the company has succeeded in 
greatly stimulating the local interest 
in electric signs. 


Classy Vehicle Ad From Denver 

Under the title, ““The Electric Vehi- 
cle,” the Denver Gas and Electric 
Company has issued a house organ 
containing much valuable and sug- 
gestive sales data. The leading article 
is an account of the Company’s own 
experience with its twelve electric 
machines used for delivering coke, 
meter setting, lamp renewal work, 
trouble errands, and line repair and 
construction. Another important and 
effective article is that describing the 
use of an electric pleasure car by one 
of Denver’s social leaders, the article 
being written in the style of a Sunday 
special newspaper story and illustrated 
with photos. Articles on comparative 
costs of various delivery systems and 
testimonials showing the advantages 
of the electric in various industries 
completes the very attractive booklet. 








A Specialist on Decorations 


By F. P. SAFFORD 
The Denver Gas & Electric Light Company 
Denvét, Colo. 

The Denver Gas & Electric Light Company has inaugurated the idea of 
offering the services of an employee to those wishing to arrange special elec- 
trical decorations for dinners, banquets, or church bazaars, or to merchants in 
assisting in special decorations for window display. A nominal charge is made 
for rental of material and time of employee, the idea being to popularize the use 
of electricity. With miniature lamps of various colors and electrically lighted 
plants and floral pieces most attractive table settings may be evolved and the 
resources for decorating a room or show window are unlimited. 
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A Demonstration That Paid Its 
Way and More Besides 
By E. B. Korsr 
Manager New-Business Dept. The Ottumwa 
Railway & Light Co., Ottumwa, Iowa 

We have just closed an unusually 
successful electric cooking demonstra- 
tion in Ottumwa, which may be worthy 
of the consideration of other central 
stations. The most important feature 
of the demonstration is that “it paid 
its way,” for enough appliances were 
sold to more than cover the entire cost 
of the demonstration. Our company 
owns and operates the local street car 
system and has a waiting-room ad- 
joining the office which was utilized 
for the display. Electric percolated 
coffee and toast made on electric 
toasters was served free, and the fol- 
lowing list of the sales made is evi- 
dence that the eight days devoted to 
the demonstrations were productive. 
We sold at the demonstration: 

12-Percolators 
17 Toasters 
7 Irons 

10 8-light Christmas tree outfits 
1 Chafing dish 
1 Water heater 


Where the Ottumwa demonstration was held. 
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1 Curling iron heater 
1 Hot plate 

The total receipts amount approxi- 
mately to $200. 

But one of the most interesting and 
thoroughly profitable results of our 
demonstration was the effect it had on 
the general market for electrical appli- 
ances, throughout the city, as indi- 
cated by a voluntary demand on the 
local contractors. It showed that the 
public attention had been secured and 
that the people of Ottumwa _ were 
thinking and talking about the house- 
hold applications of electricity, for 
while our demonstration was on the 
local contractors reported the sale of 
the following equipment: 

7 Flatirons 

2 Coffee percolators 

2 Stoves 

2 5-inch disc stoves 

1 Heating pad 

1 Sewing machine motor 

1 Washing machine 

This made a grand total of 66 appli- 
ances put out in the eight days, and in 
addition to these direct returns a 
number of house-wiring prospects were 
secured. 
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The tree in the window was trimmed with flower, fruit, 
and animal lamps. 

















The Promotion of Business in Small Towns 


By Gro. D. Staymacuer, Rochester, Mich. 


Taking the country as a whole, the 
greater number of our central stations 
are doing business in small towns. By 
the words “small towns” is meant 
towns of, say, less than five thousand 
inhabitants. All of such companies 
must inevitably, sooner or later, face 
this problem of the promotion of busi- 
ness. We, of the small towns, have 
not the advantages of our city friends. 
We have not a growing city which 
taxes our facilities to the limit in 
merely keeping up with its natural 
growth. We have not a prosperous 
and progressive clientele. Our prob- 
lem is essentially different. We at- 
tempt to do business in a semi-rural 
community where the in-moving of a 
new family marks an epoch; where the 
population has a large proportion of 
farmers “‘who have moved into town 
to die” and small merchants doing a 
hand-to-mouth business, where an in- 
stallation of twenty sixteen cp. lamps 
is considered the height of luxury and 
where a small motor is rare or else 
unknown. A company operating in 
such a town, I say, inevitably reaches 
the point where it can see no more busi- 
ness ahead—all available residences 
and stores lighted by electricity and no 
chance for a power load because there 
are no industries. In such a case, we 
are confronted by the alternative of 


standing still, or making a new 
market for our commodity. The for- 
mer position is untenable. Then 


how to accomplish the latter, the pro- 
curing of new business? This is our 
problem. 

In Rochester, Mich., to cite a concrete 
“ase, we have a town of less than 
two thousand inhabitants composed 
of retired farmers and small merchants. 
For industries we have one knitting 
mill, a small paper mill, a flour mill, 
and two small machine shops. 

The present lighting company en- 
tered this town a little more than a 
year ago, so it must be understood 
that we are not talking so much of 
results obtained as of results expected. 





We offered our prospective custom- 
ers reliable, twenty-four-hour service 
at low rates. It goes without saying 
that our advances met with instant 
response in that practically all of the 
well-to-do householders wired up im- 
mediately and most of the stores 
scrapped their gas plants. It can be 
seen that we would very quickly face 
our “problem” of “standing still” or 
else “making our own market.” Fore- 
seeing this condition we have tried to 
forestall it and we hope never to have 
to face it. 

In the first place, our invariable 
policy of utmost liberality and fairness 
to customers won at once most of the 
available business. Free lamp _re- 
newals, prompt response to trouble 
calls, generosity in the matter of re- 
pairs, cheap wiring payable on a “‘dol- 
lar per week” basis—all of these things 
contributed. <A solicitor, as such, is 
economically impracticable and is un- 
necessary in a town of this size. All 
of the Company’s employees act as 
solicitors. The meter-reader inquires 
at each house if the service is satisfac- 
tory, leaves a flat-iron on thirty days 
free trial, suggests a washing machine 
and hands the mistress a pamphlet 
descriptive of sewing machine motors, 
toasters, heaters or what not. The 
bookkeeper tells his grocer, while pur- 
chasing a pound of butter, about the 
new coffee grinders or he explains to 
the butcher the advantages of tungsten 
lights or suggests a meat chopper. So 
we find our soliciting campaign is sim- 
plicity itself. .Every one knows every 
one else. Every one knows every one 
else’s business. Every one talks about 
one’s neighbors. Consequently, every 
employee of the company is ex-officio 
solicitor of new business. 

By these methods and in this way, 
we soon had almost every house and 
store in town (where such expense was 
not prohibitory) using electricity not 
only for lighting but also for small 
power and appliances. 

Although our business increased and 
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is still increasing handsomely with a 
constantly improving load factor, it 
was plainly seen that if we did nothing 
more than this, the end was not 
far off. We would ultimately reach 
the “standing still’ stage, for the 
simple reason that there would be no 
more business to be acquired. 

Therefore, we “boom” our towns. 
In the case of the town we are speak- 
ing of, we aided the start of a “Board 
of Commerce” for the purpose of at- 
tracting new industries. Practically 
all of the business men in town became 
members. An _ attractive pamphlet 
descriptive of our town was published 
and sent to all parts of the United 
States. Advertising matter was placed 
in newspapers. By means of clippings 
prospects were found and closely fol- 
lowed up by correspondence. We so- 
licited and received help and “‘leads”’ 
from similar organizations in neighbor- 
ing cities and towns. Soon people be- 
gan to hear about Rochester. Scarce- 
ly a week passes that we do not receive 
one or more inquiries from industries 
starting up or desiring a new location. 
Some we have declined; a great many 
have refused us. What matter? We 
are accomplishing our purpose just the 
same. 

And what does all this mean right 
here in town? It means that we have 
an enthusiastic body of men who be- 
lieve in their town—a bunch of boost- 
ers in the place of discouraged knock- 
ers. We have a body of men every 
one of whom is a walking advertise- 
ment of our town. We hold meetings 
once a month or oftener, at which the 
different propositions are talked over 
and acted upon. We meet the repre- 
sentatives of any prospective industry, 
entertain them and treat them royally. 
Occasionally we import speakers who 
address us on various topics. Once or 
twice a year we hold a “membership 
acquaintance dinner” to which the 
members bring their wives and we 
spend an evening of social enjoyment. 
In all of these ways interest is kept 
from flagging. We have something 
before us all the time—matters to dis- 
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cuss—business to attend to. And the 
result is an awakened town. 

We offer no bonuses. We do not 
promise exemption from _ taxation. 
We do offer an ideal town for a good 
industry to locate in. And we believe 
this is enough. Business men are 
quick to see the advantages of a small 
town situated as is Rochester. Graft- 
ers don’t see these advantages so 
readily. 

But what has all of this to do with 
the lighting company? Simply this. 
In a town of this size the lighting com- 
pany is usually the only public serv- 
ice corporation except the interurban 
street car company. Therefore, the 
lighting company, being in touch with 
the entire population, is the logical 
one to lead in such a move. By so 
doing we lay ourselves open to the 
criticism of self-interest. Well, if our 
motive is selfish it is not unworthy. 
What does it matter if we do count 
on increasing our business by the addi- 
tion of new industries? Does not also 
every other merchant in town? Our 
company believes that every thing 
which will benefit the town, helps the 
company. To this end we freely fur- 
nish rooms where the Board may hold 
its meetings and even allow our sales 
room to be used for the demonstration 
of gasoline engines. At the present 
time, the writer, as an officer of the 
Board of Commerce, is attempting to 
bring to town a concern manufactur- 
ing gasoline engines for the use of 
farmers, even though we cherish a 
viper to our bosom. For we confess 
to a particular “hankering” for that 
farmer business ourselves. 

In conclusion, allow me to repeat: 

To obtain new business make all 
employees solicitors and depend on 
low rates, fair treatment, and invari- 
able courtesy to do the rest. 

To obtain new industries organize 
a Board of Commerce or a Board of 
Trade, advertise as extensively as pos- 
sible, watch trade journals and news- 
papers for notices of prospects, and 
boost. And see that the whole town 
is back of you and boosts too. 
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A Miniature Model Factory. 
An Ingenious Creation That Advertises Power 
in Providence R. I. 

It is not very easy as a rule for a 
central station to secure permission to 
display an advertisement for electric 
power before a meeting of a society of 
mechanical engineers. That’s what 
recently happened in Providence, R. 
I., and also before the Board of Trade 
and the Business Men’s Association, 
and several kindred organizations of 
power prospects who are hard to reach 
ina body. The ‘“‘open sesame” is the 
miniature model factory shown in the 

illustration. 

Year before last, when E. R. Daven- 
port, Sales Agent of the Narragansett 
Electric Lighting Company, was mak- 
ing his arrangements for teasing the 
Christmas market, he sent over to 
Germany and bought a few of the 
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A complete miniature pattern shop used by the Narragansett Lighting Co. to advertise electric power. 
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little model machine-tools that are 
made by the famous German toy 


manufacturers. When they came, he 
belted them to small fan motors and 
kept them running in the display room 
as an attraction during the Christmas 
holidays, but it proved a poor success. 
The tools and motors were mounted 
on a flat board, and lacked the element 
of “human interest.” The wheels 
went ‘round, but the public bestowed 
a passing glance and moved on. 

But the little tools had cost a good 
many dollars and Mr. Davenport 
knew that they could be put to good 
account. Each tool is a perfect work- 
ing model. The lathe has a regular 
chuck and tool post and is complete in 
every detail. They are fascinating 
toys. Finally, the idea of a complete 
model factory presented itself and 
offered the opportunity to utilize the 
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tools and accomplish a practical work- 
ing presentation of the advantages of 
electric power. Davenport went to a 
local cabinet maker and unfolded his 
plan and they worked out the details 
together. In the meantime, more 
little machine-tools had been sent for, 
so that they might be able to repro- 
duce a complete little machine and 
pattern shop, of which there are a 
number in Providence. 

The cabinet maker did his work well. 
The factory measures 6 feet and 1 
inch long by 3 feet high by 1 foot and 
9 inches wide, and contains six rooms, 
an office, a draughting room, a ma- 
chine shop, a pattern shop, and two 
halls with an elevator, stairs, and 
benches. There is a counter, a safe, 
a roll-top desk, and a typewriter in the 
office, and a draughting board, blue 
prints, and filing cases in the draught- 
ing room, with blue prints and draw- 
ings scattered around, clocks and 
calendars on the walls, and the cus- 
tomary signs about, reading ‘No 
Smoking,” and on the elevator gates, 
“Hands Off.”” The following machine 
tools were installed :— 
Grind Stone 
Small Vertical Drill 
Gang Saw 
Circular Saw 
Sanding Machine 
Turning Lathe 
Grinder & Buffer 
Large Vertical Drill 

There is also a little forge in the 
machine shop, and there are vises and 
tools on the work benches. 

It was at first planned to provide 
individual-motor-drive on all machines, 
but this was found to be impractical 
and group-drive was installed from 
small fan motors installed on the ceil- 
ing on each floor with line shafts, and 
regular pulleys and hangers. The ele- 
vator goes up and down automatically, 
and the factory is lighted with tiny 
incandescent lights. The fact that 
these electric lamps are made from 
those commonly used as scarf pins 
shows what an ingeniously consistent 
representation has been accomplished. 
The factory is painted like red brick 


Jig Saw 

Band Saw 
emery Wheel 

Large Punch 

Small Punch 

Shaper 


Buffer 
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and the windows are of glass, with 
shades in office and draughting room, 
and small dolls in proper attire are 
apparently at work all over the plant. 
The open front of the model is covered 
with plate glass, and when the tiny 
lights are agleam, and the shafts are 
turning and the machines and belts in 
motion, the illusion is complete. 

The model rests upon a table which 
can be folded so that the whole thing 
can be placed in a packing case and 
shipped about for exhibition purposes. 
Up to now it has been exhibited, by 
request, before meetings of the local 
mechanical engineers, the Board of 
Trade, and the Rotary Club, a busi- 
ness men’s organization, and it is Mr. 
Davenport’s purpose to loan it to the 
local contractors for a window attrac- 
tion. Local merchants have also asked 
for it, and who knows but what he 
might be willing to loan it to other 
central stations later on? 

In the meantime, it has been ex- 
amined and discussed by four or five 
hundred men who are interested in 
power, and Mr. Davenport says: 
“We figure that we can get publicity 
through this little model that would 
be. impossible otherwise, for while it 
may be very easy to sell appliances by 
advertising, it is more difficult to ad- 
vertise electric power, since in one 
vase the cost is always the same, while 
in the other the cost is always different. 
I refer especially to newspaper adver- 
tising. We expect before the year is 
out to get back more than our money’s 
worth from this model factory.” 
Boston Edison Company Plans a Farm 

Exhibit. 

The Edison Electric Illuminating 
Company of Boston is preparing an 
exhibition equipment for use in demon- 
strating the application of electricity 
to modern methods of farming. The 
exhibition will be shown in a tent 100 
feet by 60 feet in size and will be 
moved about through the farming 
districts reached by the company’s 
lines. It will contain a complete 
equipment for performing all the power 
processes met in practical farming. 
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A Letter from Chattanooga. 


Mr. L. J. Wilhaite, Contract Agent for the 
Chattanooga Railway and Light Company, Dis- 
cusses New Business Methods. 


It was recently reported that the 
Chattanooga Railway & Light Com- 
pany of Chattanooga, Tenn., was 

arrying on an aggressive campaign of 
newspaper advertising, for the devel- 
opment of a greater load in residence 
appliances. In response to a letter 
from the Editor, Mr. L. J. Wilhaite, 
the contract agent for the Company, 
has written the following account of 
the methods which he is successfully 
applying. In this day of high pressure 
house-wiring campaigns the attitude 
of the Chattanooga Company towards 
“installment schemes,” as Mr. Wil- 
haite terms them, is interesting. The 
letter follows :— 


Our modest attempts to let the pub- 
lic know we are still in business at 710 
Market Street, through the medium 
of newspaper advertising, are hardly 
of sufficient scope to justify the use of 

“ampaign’”’; but, since you have been 
so kind as to confer it, I take pleasure 
in giving you the “‘story.” 

During the summer months it is our 

policy to give the railways department 
the big end of the publicity horn; and 
let the lighting department dangle 
from the small end in an inexpensive, 
vacation manner; with only now and 
then a half-page lighting ad to keep 
us from dropping off the horn entirely, 
and being down and out then the 
lighting season drops in on us in 
September. 

We find that the practice of adver- 
tising the railways during the summer 
season by calling attention to the 
parks, points of historic interest in and 
about the city, and special events 
occurring affords us both the indirect 
benefits of general publicity and con- 
siderable added earnings from the in- 
creased traffic resulting from these 
advertisements. With few exceptions, 
we never use less than a half page in 
the newspapers, and frequently we use 
a whole page. 

During the winter season we treat 
the lighting proposition in very much 
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the same fashion, preferring the large 
space at less frequent intervals, rather 
than the small space more often, al- 
though we suspect that our preference 
for the big space less often does not 
accord with the time-worn advertising 
doctrine of ‘Keeping everlastingly at 
it all the time.” But the “everlast- 
ingly at it’’ business in a big way costs 
big money, and big money looks as 
good to us as to the general ad-man 








Ready to Help You 
in Emergencies 


A shop foreman, who had been using a 
steam engine, had a breakdown when he was 
about half through ah en it contrac 
He came to us in this extremity and as cked 
if anything could be done to as him. 

Two motors were rigged up, Pier to 
our mains and running within two hours. 

When we refer prospective customers to this 
man, he is cathe iastic in explaining the t 
advantages of electric drive. 
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Anyone who sees the duplication of men, 
machines and power lines we make use of, 
needs no further proof of the reliability of 
our twenty-four-hour service. 

*Phone us for details of emergency or 


regular service. 


Chattanooga Railway & Light Co, 


Tel. Main 2187 








Mice 





A strong power ad used in the Chattanooga 
campaign. 
over at the newspaper office. That’s 
why we seldom buy his valuable space 
more than once a week. We recently 
tried the use of small space daily for 
boosting our motor load, but results 
could not be seen. We don’t think 
there were any to be seen—and we 
“stopped the leak.” 

From December Ist to 23d, 1911, 
we broke away from our “once a 
week” idea, and went in quite heavily 
on advertising heating devices and 
with gratifying results. In addition 
to the usual medium of the daily pa- 
pers we used one issue of the Lookout 
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a local society paper—and also we 
sent out circular letters and folders 
with our monthly statements to cus- 
tomers. Results seemed to indicate 
that the daily paper was practically 
the only business-getter, the society 
paper occasioning very few direct in- 
quiries, and the circulars and folders 
still fewer. But our own efforts, to- 
gether with those of the heating device 
manufacturers doing national maga- 
zine advertising, secured an increase in 
appliance sales of 200 per cent over the 
month of December, 1910. 

A large per cent of our advertising 
is for general publicity and not de- 
voted to selling talk. In fact, we be- 
lieve that this kind is more beneficial, 
more fruitful to us, than the selling 
kind; because it paves the way for the 
solicitor by engendering the good-will 
of his customers and prospects. We 
do not work by rule nor permit any 
iron-clad regulations to hamper us in 
our relations with the public, but we 
do insist on giving each and every cus- 
tomer the best we have in the shop, 
and that’s all. We don’t run any 
installment schemes on electric signs 
nor wire any houses “‘on time” and 
add it to the bill for current. If we 
have any merchandise to sell, we sell 
it. We don’t loan it or leave it out on 
trial. 

We endeavor to cut down the red 
tape expense to a minimum, and do 
business just like other merchants. 
Time was when we did all the good 
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Consider the Comfort of Electricity Hleetely 
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This ad ran as a half page. 


old things, such as erecting signs and 
installing fixtures on “periodical pay- 
ments,” handing out Mazda lamps on 
trial, and getting our money if we 
could, and usually we couldn’t. 
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When we cut out spending all our 
money on “good new business prin- 
ciples’ we had a pretty hard time 
trying to convince the public that we 
shouldn’t go on doing it, but we have 





You Wouldn’t Send for a 
Baker to Stop a Leak! 





Neither would you manufacture all the 
machinery you use. You send for a specialist 
in its manufacture and buy of him. 

Why not do this with your power? Leave 
yourself free to specialize on production. 

We are specialists in the manufacture of 
cheap electric power in large quantities. 
Relays of highly skilled men, operating the 
most modern machinery at our power plant, 
insure uninterrupted twenty-four-hour service. 

Superior electric motors are used by us for 
power service. Competent engineers analyze 
each power problem and retommend for 
your best interest. 

Phone now and talk your’problem over 
with our representative. 


Chattanooga Railway & Light Co, 


Tel. Main 2187 











Another ad of merit. 


about succeeded, and very few cus- 
tomers any longer expect us to furnish 
anything except the ‘‘juice.”’ 

Our policy of selling the thing “‘right 
off the bat” and “‘without any strings 
attached” has secured the confidence 
of the people; and in our publicity 
work we endeavor to spread the im- 
pression that we are merchants just 
like our friends next door; the only 
difference being that they sell hardware 
and we sell electricity. We are all work- 
ing together for profit, and for a bigger, 
brighter, and better Chattanoog: 


“eé 


Mr. E. T. Penrose has resigned his 
position as general manager of the 
Penn Central Light & Power Co., Al- 
toona, Pa., and has been appointed 
electrical engineer for the Pennsylva- 


nia Coal & Coke Co. 
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Central Station Pioneer Retires 
Mr. A. CU. Dunham, of the Hartford Electric 
Light Company, Gives Up the Reins 
Mr. A. C. Dunham, one of the most 
interesting personalities in the central 
station world, retired from the presi- 
dency of the Hartford Electric Light 
Co., of Hartford, Conn., after an active 
administration of over 30 years. The 
history of the Hartford Electric Light 
Company has been said to be the 





A. C. Dunham. 


history of the development of the in- 
dustry, for Mr. Dunham has been ever 
a pioneer. 

When Mr. Dunham made his first 
venture in the electric light field, elec- 
tric lighting was almost wholly experi- 
mental. People thought it a first- 
class joke when Mr. Dunham took 


hold of a down-and-out company and 


announced his intention of making a 
success of it. Some of the people are 
still alive who openly opposed having 
such contrivances put in the city for 
any use at all. The common council 
even considered a resolution to prohibit 
it, and the resolution was rejected after 
a spirited fight in the council chamber. 

The following extracts from an inter- 
view, which appeared in the Hartford 
Daily Courant on the day of Mr. Dun- 
ham’s retirement, contain interesting 
reminiscences. 


“The first electric lighting that was attempted 
in Hartford,” Mr. Dunham said, “was about 
two years before I became president of the com- 
pany. A Boston promoter had* been going 
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through small New England towns organizing 
electric light companies, and he finally got into 
Hartford. People had no faith in such a pro- 
position then, and after struggling along for 
about two years, it went into bankruptcy, along 
with most of the other enterprises in electricity 
that the promoter had started. The company 
had no funds, and no business. Eight of us 
put in $10,000 each. The plant was a little 
shed with a dynamo in it, and we did not expect 
to make money. It did not look feasible then. 
But we soon found that we could make money, 
though, and we have made it. Today we serve 
a population of approximately 100,000 and our 
gross income is 50 per cent larger per capita 
than that of the Boston lighting company, and 
the price of power is 30 to 40 per cent less. 

“The first winter we were in the business we 
had ninety are lights running, and in summer 
the number was reduced to forty-five. We first 
began to make electricity cheap enough for 
lighting residences, and that is where we got a 
start. Up to two years ago we used more power 
for lighting residences than Brooklyn, N. Y., 
did. 

“Why, say,” said Mr. Dunham, “when the 
electric light first began to develop, I went to 
New York to study the plan engineers had drawn 
on the most careful estimates, and it was calcu- 
lated that a city the size of Hartford could sup- 
port 10,000 incandescent lights. Today we 
have over 280,000 incandescent lights in service, 
exclusive of all the other uses for which we are 
putting our power. We are supplying nearly 
every factory in Hartford with power, besides 
lighting the streets.” 

Asked to summarize the growth of the com- 
pany during his control of it, Mr. Dunham said: 
“That would involve more history than I could 
give offhand. I put in the first transmission 
plant in Hartford that was installed in the 
United States; I installed the first enclosed are 
that was put up; we used the first turbine ever 
completed by the Westinghouse people; we 
used the first storage battery ever used in this 
business; and we were the first who ever used 
tungsten lamps.” 

Mr. Dunham paused and laughed again. 
“TI remember one time I offered our charter to 
James L. Howard for $2,500, and he told me it 
was not worth 10 cents.” 


Mr. Samuel G. Dunham has become 
president of the company. Mr. Sam- 
uel Ferguson has been appointed vice- 
president. Mr. Ferguson is well known 
for his work in the Research Laboratory 
of the General Electric Company. 

Mr. E. B. Green, formerly superin- 
tendent of operation of the Penn Cen- 
tral Light & Power Company, and for 
many years identified with central 
station progress in Altoona, has been 
appointed general manager of the 
company, to succeed Mr. Penrose. 
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Electric Incubators Successful in 
New Orleans. 
By W. E. Ciement 
Contract Agent New Orleans Railway & Light 
Company, New Orleans, La. 

It has occurred to me that central 
station men throughout the country 
should be interested to learn of the 
recent success achieved by a New Or- 
leans concern, in the manufacture of 
electric incubators. The Electric Man- 
ufacturing Company, by co-operating 
with the solicitors of the New Orleans 
Railway & Light Company, has suc- 
ceeded in placing 40 of these incuba- 
tors in the city of New Orleans, dis- 
tributed mostly amongst customers in 
the residence district. The hatching 
of eggs by heat derived from electric 
energy with automatic control has 
been successfully accomplished by 
Mr. Lyman C. Reed, inventor and 
patentee of the apparatus, and we 
have yet to hear of a single dissatisfied 
poultry enthusiast or dealer who has 
tried out the new equipment. 

Among small current-consuming de- 
vices, now being so actively pushed, 
this should be particularly interesting 
to the central station, as the incubator 
represents the ideal long-hour load, a 
24-hour service. We find upon inves- 
tigation that the small-sized incubator, 
carrying 120 eggs, used approximately 
12 kwh. to the hatch, with the period 
of incubation running about 21 days. 
The next size of 200 eggs capacity 
consumes about 20 kwh. and on our 
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A ‘*Red Hot’’ Toaster S 


DOUGLASS BURNETT 
Mer. Com. Dept. Elec. Division Consolidated Gas, 
Electric Light & Power Co., Baltimore, Md. 
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retail rate these devices earn a net 
return of about 10 cents per kwh., 
which seems entirely satisfactory to 
the consumer. 

After making careful tests, a large 
poultry yard of this city has given an 
order for an 8,000-egg incubator, re- 
placing a steam equipment, which has 
been in use for many years; we figure 
that this customer will consume about 
600 kwh. per month with a steady 
24-hour consumption. The manufac- 
turer advises us they are selling these 
machines as fast as they can be built, 
and are now shipping a number into 
other territory. 


B. H. Gardner Leaves Dayton for 
Waterbury. 


Mr. B. H. Gardner has been ap- 
pointed sales manager of the United 
Electric Light and Water Co., the new 
organization which has taken over the 
numerous properties formerly oper- 
ated by the New York, New Haven & 
Hartford R. R. interests, and em- 
bracing among others the cities of 
New London, Waterbury, New Brit- 
ain, and Norwalk, under the general 
managership of Mr. Alex J. Campbell 
of New London. To take up the 
work in Connecticut, Mr. Gardner 
resigned his position as sales manager 
of the Dayton Power and Light Co., 
and is succeeded by Mr. J. C. Mat- 
thieu, previously power engineer for 
that company. 
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In advertising electric toasters on a recent billhead we used a two-color 












cut, one cut showing the hot wires of the toaster and being imprinted first in 
red, and the other cut showing the remaining parts in the usual black ink, printed 
afterwards in order to give the proper perspective and make the wire frame of 
the toaster appear to be between the hot wire and the observer. There are a 
good many people who do not understand just how the electric toaster works, 
and this two-color cut demonstrates it very effectually. 
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Cathedral Illumination For 
Cardinal Farley 


Through the courtesy of the New 
York Edison Co., the accompanying 
photograph is reproduced, a graphic 
picture of the remarkable illumination 
of St. Patrick’s Cathedral, New York 
City, incident to the return of Cardinal 
Farley. Nearly 50,000 eight candle- 
power lamps were employed in the 
display and it was one of the largest 
projects of the kind ever undertaken. 
Fully 20 miles of wire were used. The 





Copyright 1912 by N. Y. Edison Co. 
St. Patricks Cathedral illuminated for the return 
of Cardinal Farley. 


vertical streamers were joined at the 
tips of the spires and fell 340 feet to 
the street below, and every feature of 
the architectural beauty of this fa- 
mous edifice was marked in light. 

The installation of these decorations 
was attended with extra hazard and 
difficulty through the extreme severity 
of the weather at the time. The 
thermometer stood at zero and below 
for days while the work was under 
way, and it was necessary to employ a 
large number of skilled steeplejacks, 
working in short shifts, to accomplish 
the task by the appointed time. The 
situation was relieved in a very in- 
genious manner, through a suggestion 
from the Edison Company, by the 
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use of electric heating pads which the 
men wrapped around their bodies. 
After the cables were in place came 
the process of lamping and testing, 
and it was found that the workers be- 
came so benumbed by the cold that 
slow progress was made and at great 
risk. Then each man was equipped 
with heating blankets, which were 
bound about the body, and plugged 
into the cables here and there as he 
worked. In this way a heat was 
maintained. 


A ‘Seattle Competition’”’ 


A spirited competition is on among 
the members of the Denver Company 
Section of the N. E. L. A., with a trip 
to the Seattle Convention as the goal. 
The plan embodies the “point system” 
and the two candidates gaining the 
largest number of points during the 
four months of the contest will be 
declared the winners and will have 
the trip to Seattle with expenses paid. 

The sources through which credit 
may be gained are as follows:— 

1. For writing a_ paper 
which shall be accepted by the 
committee for presentation 
before the section at a regular 
meeting...................25 points 

2. For discussion on pa- 
pers at stated meetings of the 
eT ee 

3. Each and every sug- 
gestion for the betterment of 
the section and The Denver 
Gas & Electric Light Com- 
pany submitted to and ac- 
cepted by the committee shall 
entitle the competitor to... .. 15 points 

4. For attendance at sta- 
ted meetings... ............10 points 

5. For every new member 
secured for the section .. .. ..20 points 

6. For asking a question 
which shall be accepted for 
publication in the Bulletin. . .10 points 

7. For an answer to any 
question appearing in the 
Bulletin which shall be ac- 
cepted by the committee for 
publication. ...............10 points 
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The Value of a Vehicle Load 


By Raten Bircuarp 

Is the development of an electric 
vehicle load worthy of the time and 
attention of the central station man- 
ager? 

What returns can be expected? 

How soon will results begin to come 
in? 

Will the income from the sale of 
charging current pay for the extra 
cost of installing charging stations? 

Most of these questions seem to 
have been answered emphatically in 
the affirmative by the large central 
stations, but on the part of the smaller 
ones there is a good deal of doubt and 
hesitation, natural enough, perhaps, 
in view of the somewhat disappointing 
results obtained by the first electric 
vehicles. 

The records kept by a large central 
station in the west show that over a 
period of two years the average cost of 
charging current for a month for a 
one-ton electric delivery wagon was 
about $15. This was at the rate of 
4 cents per kilowatt hour, a rate which, 
while it may not be generally known, 
is enjoyed by a large number of users 
of electric vehicles in cities of consider- 
able size. Of course, as the average 
city of one hundred thousand inhabi- 
tants probably does not contain over 
twenty-five commercial electric vehi- 
cles today, the returns from charging 
stations from this source would at 
present be comparatively small. The 
use of electric vehicles is increasing, 
however, with great rapidity. 

It is stated on good authority that 
more electric vehicles will be manufac- 
tured in 1912 than in all the years 
previous, and there is not much doubt 
that in five years hence the number of 
commercial electric vehicles in the 
city of one hundred thousand inhabi- 
tants will have increased from twenty- 
five to at least one hundred. Since 
current can be sold to the owners of a 
considerable number of these at a rate 
higher than 4 cents, it may be safe to 
assume an average income to the 
central station per year of $200 for 
“ach vehicle. One hundred vehicles 
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would bring in $20,000 a year, which 
is not such a small amount after all. 

Another point not to be overlooked 
is that practically all of this load comes 
during the evening hours and helps to 
fill up the valley in the load curve. 
The load is automatically valley load 
and will always be so as long as men 
do their work in the daytime. Such 
charging as is done in the daytime is 
usually during the noon hour, where 
it is even more valuable than at night, 
as it helps to fill up the expensive little 
ravine in the load curve between 
twelve and one. It is the electric 
commercial vehicle that will eventually 
justify the central stations in their 
boosting for electric vehicles. Al- 
though today the electric pleasure car 
is more widely used, the great future 
of the electric vehicle business is in 
commercial truckage. Here it is a 
plain matter of dollars and cents be- 
tween cost of electricity and cost of 
gasoline, and gasoline will have to go. 

The Electric Vehicle Association of 
America, composed of representatives 
from the central stations, the electric 
vehicle manufacturers, and the manu- 
facturers of storage batteries, is soon 
to launch an extensive national adver- 
tising campaign for the extension of 
the use of the electric vehicle. The 
result of this campaign will be a wide- 
spread quickening of the electric vehi- 
cle industry and the rapid increase in 
the central station’s vehicle charging 
load. It is up to every central sta- 
tion manager to see that he has facili- 
ties for taking care of this load and to 
do his part in getting it, by encourag- 
ing the use of an electric wherever 
possible. 


Frozen Pipes as an Opening Wedge 
Mr. L. F. Chase, of the New-Busi- 


ness Dept. of the Sayre Electric Co., 
Sayre, Pa., says: ‘* During the recent 
cold snap we ran in our local papers 
an ad offering to thaw out frozen water 
pipes by electricity. As fast as pipes 
were thawed out the names of the par- 
ties served were given to the salesmen 
and often proved a help in securing a 
house-wiring contract.” 
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How the Customer Can Help in 
the Popularizing of Electric 
Trucks 


By D. L.: Orr 
Supt. Light and Power Dept. Wilmington & 
Philadelphia Traction Company 
Wilmington, Del. 


Twenty-six horses and a good stable 
all burnt up in a fire was the “‘ill 
wind” that blew us some good, as is 
apparent from the newspaper clipping 
reproduced below. The item appeared 
in our Every Evening on January 
13th. 

Mr. Horace Wilson, manager of this 
steamboat line, is an aggressive citizen 
and ex-mayor of the City. He had 
tried out gasoline trucks without suc- 
cess and since he was obliged to make 
a quick decision as to his new delivery 
equipment, with a little co-operation 
all the way around, the Commercial 
Truck Company closed an order for 
five trucks amounting to about $17,000 
and, incidentally, our station picks up 
$100 monthly revenue from a stable 
which heretofore did not earn us a 
cent. 

We clipped this news item and 
mailed it to each of our brewers and 
others who we believed to be suscepti- 
ble to electric truck advertising. The 
Wilson Steamboat Line is naturally 
receiving many inquiries and is co- 
operating with us most courteously 
to further the cause of electric 
vehicles. 

We have furnished them with postal 
cards already addressed to the Wil- 
mington & Philadelphia Traction Com- 
pany, and they are using them to 
notify us of the names of all inquirers 
and anything they may say as to their 
transportation conditions. Reports of 
these are turned over by the Electric 
Company to the Truck Company, 
who have their sales agent start the 
developing process from their end, 
followed up by personal calls when 
he is in town, which is about once a 
week. 

These trucks have done the hardest 
work this winter for which they will 
ever be called on; for they have been 
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doing a full day’s work without even 
‘‘livening” the battery up at the noon 
10ur. The grades in Wilmington are 
said to be much more severe than in 
most cities where the “‘electric”’ pros- 
pers and the condition of our street 
beds is probably no better than the 
average. 


PLEASED WITH 
NEW TRUCKS 


The Wilson Line Having 
Success With Electric 
Equipment. 











TO ADD THREE CARS 





The New Vehicles Will Do Nearly 
All of the Delivery 


Fi o A, Work. 


oa 


After two weeks’ use of their electric 
trucks, officials of the Wilson Line are 
so thoroughly convinced of their superior 
value for their delivery service that the 
company will put three more of the same 
type trucks in service in the course of a 
few days. The trucks were purchased 
from the Commercial Truck Co., Twenty- 
seventh and Brown streets, Philadelphia 
The trucks have a standard rating of 
two tons, with a 50 per cent overload 
allowance. After a careful study of the 
worth of electric trucks, as shown by 
firms who had used them in similar lines 
of delivery work, the Wilson Line people 
decided to make all their city deliveries 
with five electric trucks, and retain only 
two gasoline trucks for suburban service | 

An official of the Wilson Line told a 
reporter of Every Evening that as a 
result of his study and of his firm’s ex- 
perience with electrics, he was convinced 
that not only do the electric commercial 
vehicles excel in the quality of delivery 
service, but that they were more economi- 
cal than many others. Particularly did he 
believe this to be true of the labor cost. 
It has been their expericnce that after 
two days’ demonstration their ordinary 
teamsters could manipulate an - electric 
truck completely, while many other ¢ars 
require a high-priced driver always. The 
Wilson Line has provided for the charging 
of its trucks by installing its ow: «harging 
stations. 

the new 











Serving the Company 


An Essay Contributed to a Company Competition 
and the Winner of First Place 
By C. E. 
Narragansett Electric Lighting Company 
Providence, R. I. 


Lewis 


To serve a company is to work for 
it. Not simply to put in eight or ten 
hours a day and then come around on 
pay day to receive what the company 
offers for your services, but to work— 
work for all you are worth. The pay 
question is settled when a man accepts 
a position and as far as the work is 
concerned should receive no further 
thought. He should work as a serv- 
ant should, devoting his energy, time, 
and thought to the interest of the com- 
pany he serves. The pay will then 
take care of itself. 

From a salesman’s standpoint, the 

quality of service rendered depends 
very much on the personality of the 
man himself. The customer’s im- 
pression of a company is made through 
its representatives. Cultivate a cheer- 
ful, attractive manner. Meet every 
customer with a smile and one that is 
genuine. The customer will catch 
your spirit. It is therefore essential 
to create about you an atmosphere 
that will be wholesome to the welfare 
of the company. If you meet a dis- 
gruntled customer don’t take his com- 
plaint for a chip on his shoulder, but 
show an interest and help him out of 
his difficulty if youcan. If you can do 
nothing yourself, assure him that his 
vase will receive attention from proper 
hands. Ofttimes a complaint arises 
only from a misunderstanding; here a 
little explanation will set the man 
aright and restore his confidence, but 
a curt answer will confirm his dis- 
satisfaction. 

A salesman serving his company 
should have a clear knowledge of the 
business and at all times endeavor to 
keep posted on new developments. 

Be sincere. “Practice what you 
preach.’ When seeking business, talk 
with the conviction of one who has 
confidence in what he sells and knows 
he is right. Make the customer feel 
the same way about it. 
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It is hardly necessary to speak of 
honesty in business dealings. I would 
give it even a stronger name and call it 
honor in business. In this day of 
keen competition a man must deliver 
just what he represents and as he 
represents it. Dishonesty breeds dis- 
content and no man is serving his com- 
pany by making discontented custom- 
ers on his territory. 

If you would serve, be faithful. 
Say, “I am a part of my company, a 
small part it may be, but at least a 
cog in the machinery that keeps the 
wheels of business running. If I am 
unfaithful, I am retarding the whole 
workings of my company.” 

By loyal. Say, “The company I 
serve is the best. I will stand up for 
its interests. I will work for it as I 
would work for myself. I will uphold 
its honor.” 

Be aggressive, constantly seeking 
new fields of business and at the same 
time guarding and upbuilding the old. 
Cling to that which we have but be not 
content with it. The old adage of “A 
bird in the hand” is a golden motto 
for the salesman but when the one 
bird is secure there is nothing to pre- 
vent going into the bushes for more 
game. The birds we seek are new 
customers on the lines. 

Be honest, earnest, sincere, loyal, 
aggressive, ever striving for the good 
of the concern. In so doing, you are 
serving both the company and yourself. 


Baltimore House Electric. 

The Consolidated Gas, Electric 
Light & Power Company of Baltimore 
has established a new showroom in 
the fashionable shopping quarter of 
the city, which is known as the “‘House 
Electric.” It is maintained as a rest 
and reception room for the patrons of 
the company, and is equipped with 
everything for the comfort of the lady 
who is downtown on a shopping expe- 
dition. There are writing rooms with 
all conveniences, tea is served, and a 
maid is in constant attendance. A 
complete line of fixtures and house- 
hold appliances is on display. 
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“Cheaper Light Rate is Forced 
on Consumers”’ 

That was the way they headed a 
recent article in the St. Louis Post- 
Despatch, telling about the reduction 
in the rate for service which had been 
put in force by the Union Electric 
Co. a short time before. The change 
was from 12 cents to 11 cents, with a 
further sliding scale that goes as low 
as 6 cents per kwh. This reduction 
went into effect two months ago for 
all who would take the trouble to go 


ST. LOUIS POST-DISPATCH. 
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their reports to the coming Seattle 
convention. The work is receiving 
more active support upon the part of 
both manufacturers and central sta- 
tion men than ever before and the out- 
look is that much valuable working 
data will be available in practical form 
as result of the year’s work. 

The Committee on Residence Busi- 
ness has addressed a circular to Class 
D members in which are asked the fol- 
lowing questions: 

No. 1. What new electrical 
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Such a Nice Electric Light Company. 


Drawn for the Post-Dispatch by JEAN KNOTT. 
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This cartoon recently appeared in a St. Louis paper 


to the company’s office and sign a new 
contract. But many did not take the 
trouble, and some seemed to fear that 
there was some trick about it, though 
those who did sign the new contracts 
noticed a marked decrease in their bills. 

The Union Electric then announced 
that after February first the new rate 
would be effective on all accounts 
whether new contracts had _ been 
signed or not, and the Post-Despatch 
cartoonist did the best he could to 
give it favorable publicity. 


Commercial Section Active. 
Various of the committees of the 
Commercial Section, N. E. L. A., are 
hard at work gathering material for 


household devices has your com- 

pany placed upon the market 

since May, 1911? 

No. 2. Has your company 
made any improvements in the 
design or construction of electrical 
household appliances since Jan- 
uary 1, 1911? 

No. 3. What have manufac- 
turers done during 1911 to assist 
lighting companies to sell electri- 
‘al household appliances? 

This data will be used in the com- 
piling of a booklet which will be print- 
ed for use by central station companies 
in the direct-by-mail solicitation of 
residence business. 

The Committee on Industrial 
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Lighting also report much progress. 
It is planned to issue at the coming 
convention a data book of industrial 
lighting in which the best practice will 
be covered fully. An important part 
of the work will be a series of experi- 
ments by a well-known efficiency engi- 
neer to determine accurately the value 
of adequate and properly placed light- 
ing equipment upon the quantity and 
quality of factory output. It is known 
in a general way that good lighting 
promotes efficiency in the operative 
and that poor lighting is a detriment, 
but so far no definite figures have been 
available for the use of lighting men in 
presenting their case to the managers 
of industrial plants. It is expected 
that the work of this year’s Industrial 
Lighting Committee will be a very 
valuable contribution to the “campaign 
literature” of the new-business man. 
Big Men Active in New York 
Jovianism. 

The bi-weekly lunches of the 
York Jovians’ continue to reap an 
attendance remarkable both for its 
size and for the importance of the 
men attending. 

At one of the recent meetings, Mr. 


New 
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A New Use For Electric Irons 
By H. W. BRUNELL 


Assistant Manager New-Business Department 
Binghamton Light, Heat and Power Co., 
Binghamton, N. Y. 
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T. C. Martin, secretary of the N. E. L. 
A., Mr. Frank Frueauff, general man- 
ager of the Denver Gas and Electric 
Light Company, Mr. H. H. Scott, of 
Henry L. Doherty and toy , and 
Mr. Philip $ . Dodd, secret ary of the 
Commercial Section of the N. ae 
were among those seated at the speak. 
er’s table. In addition, practically 
every large electrical interest in the 
city was represented by from one to a 
dozen of its executives and department 
heads, the total attendance being 
about 165. The speaker of the day 
was Professor J. W. Jenks, who occu- 
pies the chair of economics at Cornell 
University, and has contributed exten- 
sively to the literature of his subject. 

Another successful and largely at- 
tended meeting was held on Feb. 7th, 
the principal speaker being Mr. Philip 
S. Dodd, who talked on “The Possi- 
bilities of Co-operation”’ and explained 
in detail the work which is being ac- 
complished by the N. E. L. A. Com- 
mercial Section. That evening the 
largest Rejuvenation on record was 
held at the Hotel Astor. There were 
325 members and applicants present 
at the dinner and 116 candidates were 
initiated later. 





To save a plumber’s bill in cold weather when the radiator freezes place 
the flat side of your electric iron against the radiator and allow the handle to 
rest upon the top of the valve, then insert a piece of wire through the radiator 


coils and then around the iron, to hold same in position. 


Turn on the current 


and you will be surprised to see how soon you will have steam. 
The heat from the electric iron melts the ice in the coils, heats the water, 
and the hot water flows downward by force of gravity, clearing the pipes of frost 


and ice. 


This method has worked out several times and will possibly assist some 
one who would rather burn another kilowatt, instead of contributing a certainly 


greater amount to the plumber. 
















March, 1912 


The “Golden Stairs ’’ 

The West Side Y. M. C. A. of New 
York City is conducting a course of 
lectures on the subject of advertising, 
and have issued a prospectus outlining 
the course and announcing the names 
of the many men, prominent in the 
advertising field, who are to lecture. 
On the back of the prospectus appears 


SALARIES OF ADVERTISING MEN 


The Man Who Knows: 
Whether. _________. 


See nee 
a 
How 
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CLIMBING UP THE GOLDEN STAIR. 


this diagram. It will prove as inter- 
esting and as suggestive to the central 
station salesman as to any other man 
if he will study it a little in its relation 
to his day’s work. 




















The Work of a Horse Power on 
The Farm 

The following figures on the power 
necessary to do the various kinds of 
work required on the farm are of inter- 
est, because it is translated into equiva- 
lents that the farmer understands. 
The list appeared recently in a local 
newspaper article describing the de- 
velopment of the rural uses for elec- 
tricity that is being accomplished by 
the Public Service Company of North- 
ern Illinois, formerly the North Shore 
Electric Company. Your local paper 
will be glad to publish these figures :- 

Six horse power will drive a grain 
separator and thresh 2,500 bushels of 
oats in 10 hours. 

Three horse power furnishes all pow- 
er needed to make 6,000 pounds of 
milk into cheese in one day. 

Six horse power will run a feed mill 
grinding 20 bushels of corn an hour. 
Five horse power grinds 25 to 40 
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bushels of feed, or 10 to 12 bushels of 
“ar corn an hour. 

Seven horse power drives an 18-inch 
separator, burr mill and corn cob 
crusher and corn sheller, grinding from 
12 to 15 bushels of good fine meal. 

Six horse power runs a heavy apple 
grater, grinding and pressing 200 to 
250 bushels of apples an hour. 

Five horse power will drive a 30- 
inch circular saw, sawing from 50 to 
75 cords of stove wood and from hard 
oak in ten hours. 

Six horse power saws all the wood 
four men can pile in cords. 

Twelve horse power will drive a 50- 
inch circular saw, sawing 4,000 feet of 
oak or 5,000 feet of poplar in a day. 

Ten horse power will run a 16-inch 
cutter and blower, and elevate the 
ensilage into a silo 30 feet high, at the 
rate of 7 tons per hour. 

One horse power will pump water 
from a well of ordinary depth in suffi- 
cient quantity to supply an ordinary 
farmhouse and all the buildings with 
water for all the ordinary uses. 


Welfare Work in Brooklyn. 

The Edison Electric Illuminating 
Company of Brooklyn has issued a 
most interesting little booklet en- 
titled Welfare Work, being an outline 
of the Profit Sharing Service, Annuity, 
and Investment Fund Plans in opera- 
tion among the employees of that 
company. It is stated that each em- 
ployee of the Edison Company finds 
inside his first pay envelope a booklet 
concerning welfare work and employees’ 
organizations and activities, of which 
this exceedingly artistic booklet is an 
exact copy. The various benefits are 
divided and described under the fol- 
lowing heads: Edison Investment 
Fund, Profit-Sharing and Service An- 
nuities, Brooklyn Company Section, 
N. E. L. A., Mutual Benefit Associa- 
tion, Edison Club, Educational 
Courses, Department Organizations, 
and the Suggestion System and Sales 
Department Red Book Plan under 
both of which prizes are offered for 
suggestions and information. 
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Boosting in Grand Forks and 
Red Wing. 

Interesting evidence of the activity 
of the commercial staff of H. M. 
Byllesby & Company of Chicago, in 
the development of their many west- 
ern properties, comes in newspaper 
clippings from Grand Forks, N. D., 
and Red Wing, Minn. In each of 
these cities, the local Commercial 
Club has been enlisted in the cause of 
“a bigger, brighter, and busier’? com- 
munity and plans are under way for 
installing ornamental street lighting 
throughout the business districts. 


Electric Show for Des Moines. 

The annual convention of the Lowa 
Electrical Association and the Iowa 
Street Railway Association is to be 
held in Des Moines, April 24 to 26. Dur- 
ing that week the Des Moines Electric 
Company will conduct the first elec- 
tric show that that city has seen. 
The local Business Men’s Association 
has donated the Coliseum for that 
purpose. 


A. H. Sikes Goes to Poughkeepsie. 
Mr. A. H. Sikes, who for seme time 
has been a prominent member of the 
commercial department of the Mil- 
waukee Electric Railway and Light 
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Co., has resigned from that company 
and joined the organization of the 
Central Hudson Gas and Electric Co. 
of Newburgh and Poughkeepsie. Mr. 
Sikes will be engaged in commercial 
development work in Poughkeepsie. 
Before going to Milwaukee, a year and 
a half ago, Mr. Sikes was for three 
years sales manager for the Rockford 


(fll.) Electric Co. 


Mr. W. E. Quillen, for some time 
commercial manager for the Easton 
Gas & Electric Co., has been. trans- 
ferred to the Knoxville Gas Company. 
Both properties are operated by Henry 
L. Doherty & Company. 

Mr. J. E. Bowman is also leaving 
the Easton Company to take up com- 
mercial development work for the 
Knoxville Gas Company. 


Mr. M. Webb Offutt has severed 
his connection with the Schenectady 
Illuminating Company, which he 
served as vice-president and general 
manager, and associated himself with 
the Electric Bond & Share Company, 
New York. Mr. Offutt will assume 
the management of several public utili- 
ties controlled by the Electric Bond & 
Share Company in Texas. 





Any central station or electrical contractor who does much wiring in occupied 
houses can gain lots of profitable publicity by taking especial pains to keep the 


rooms where the work is done, free from dirt and litter. 


The housewife notices 


any effort expended in this direction, and is not slow to show her appreciation. 
The method I have adopted is to carry two canvas floor coverings, one nine feet 
by nine feet, which I spread over the carpet while boring a hole in the ceiling, 
for instance, to catch the plaster, sawdust, wire scrapings, solder, and other dirt. 
The other stretch of canvas measures twenty feet by two feet six inches, and is 


used for halls or any other place where there will be much walking. 


My adver- 


tisement is in large letters in the center of each canvas: ‘‘Go to Allen’s for neat, 
clean, and up-to-date electrical work.’’ Any contractor or central station will find 
this a help, for many people refuse to have wiring installed, fearing the muss 


which they believe will be created. My method dispels much of this opposition. 
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THE GENTLE ART OF BLACK- 
JACKING 


A good many things drift in and out 
of a publishing office that never pass 
the blue pencil and appear in black- 
face type. Sometimes they are un- 
worthy, but sometimes they are inex- 
pedient, because though conceived in 
a spirit of progress, they nevertheless 
carry an air of obstruction—though 
aimed for good they risk a bad influ- 
ence. Perhaps the following is of these 
doubtful ones, but it was written by a 
man who. thinks and it carries a 
message. 

Any man who reads can see the 
truth and the danger in this denuncia- 
tion. The ‘“muckraker” has been a 
busy man these latter years, and his 
work has brought both good and evil. 
Everybody knows that it was a defi- 
nite and intolerable condition which 
bred the “muckraker,”’ and the so- 
‘alled “‘popular’’ magazines and “‘yel- 
low” newspapers have to their credit 
much of material and permanent ac- 
complishment in their war against 
corporate corruption. We must re- 
member, however, that the situation 
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has changed. 
and 


Take the country long 


wide, and enlightenment has 


rooted fast. We have been shaking 
off some old traditions and more sun- 
light has flooded in. And yvet—and 
yet—the problem is still with us to be 
dealt with in many cities. 
Our friend is caustic, but 
over! Where is the cure ? 


think it 
He says: 


To the young man ambitious for honor 
and wealth, a word Do not 
work, and strive to accumulate 
riches. Do not study and scheme to over- 
come the competition of your fellows. 
Those are crude, archaic methods. If you 
would have swift and certain reward, attain 
dexterity with the blackjack. It is an art 
easily learned, whereby anyone, without 
previous experience, may acquire in a single 
stroke money for which ordinary men slave 
a lifetime. 

It has been generally understood that the 
gentle art of blackjacking is restricted to a 
class known as the predatory rich—corpu- 
lent gentlemen in spats and silk hats. Pub- 
lic-utility operators are credited with being 
among the most expert of these. But there 
is another class—a class among which the 
most ignorant can prosper—which, for lack 
of a better generic term, we will speak of as 
politicians. 

Politicians work upon the principle that 
it is no crime to steal from a thief. Every- 
body who reads the rabid papers and maga- 
zines knows that every corporation operat- 
ing under a franchise, even though it make 
but two or three per cent upon its invest- 
ment, is honeycombed with knavery, dis- 
honesty, and graft. Therefore, the poli- 
ticians are not only justified in raiding it 
they perform a public duty thereby, and 
win honor as well as profit by blackjacking 
this association of crime. 

Let us show, by a few concrete examples, 
just how simple and safe this is:— 

In a certain metropolis, a politician in one 
of the city bureaus decided that his salary 
was insufficient. He applied, indirectly, for 
a share of the rich swag which had been 
accumulated by the electric light company. 
This company, being particularly selfish and 
grasping, did not “‘come across,” so the 
official got out his blackjack and went to 
work. i 

He held up the payments due the com- 
pany from the city. He attacked the com- 
pany’s rates and began an agitation for a 
municipal lighting plant. He secured ap- 
propriations for “investigations” wherein 


of advice: 
sweat, 
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the bulk of the expenditure went to “‘ex- 
perts” with whom he had an understanding. 
He became the consulting engineer of sev- 
eral block plants by guaranteeing to run 
service lines across public streets in defiance 
of law so that the builders of the isolated 
plants could defray part of their costs by 
selling current to heavy consumers in nearby 
buildings. Through his authority he not 
only compelled the assistance of the con- 
tractors in his blackjack campaign against 
the company, but secured “loans” from 
these contractors as well. 

The newspapers of the city knew these 
facts and joined lustily in the chase— 
against the lighting company. They in- 
creased the number of papers sold by join- 
ing in this “popular” hue and cry against 
the grasping corporation. They knew that 
the company’s service was good, its rates 
fair, and its profits less than those of the 
grocers and drygoods merchants—less, by 
far, than the newspapers’ own profits. No 
matter, there is much to be gained in at- 
tacking a corporation; none in defending it. 

In another city, the politicians succeeded 
in putting the street railways out of busi- 
ness. They then went after the lighting 
company. And they gotit. Millions were 
appropriated for an unnecessary municipal 
plant. The politicians will spend the mil- 
lions. Now, in this city the street car lines 
are so thoroughly crippled by politics that 
to handle the traffic they must put on trailer 
ears. Long ago trailers were used and 
thirty-odd people were killed in a year. 
The trailers were taken off by the soulless 
corporation then in charge and the casual- 
ties dropped to about ten. That is a little 
difference of twenty human lives which the 
corporation sought to save and which the 
politicians are now willing to sacrifice. And 
for what? Why, for the prestige they get 
out of blackjacking the criminal corpora- 
tions. 

Again, in another place there is a fight on 
between the politicians and the electric 
company. For bitterness and billingsgate 
it is a bit worse than anything we have seen 
in some time, and the politicians, as usual, 
are winning out. They demand a munici- 
pal plant to “compete” with the vicious, 
thieving, newspaper-convicted corporation. 
But while they were shrieking to the voters 
to approve a huge bond issue—which will be 
expended carefully and honestly by the 
politicians—this same city was unable to 
raise enough money to purify its water 
supply, and the prevalence of disease from 
impure water is even yet making every 
doctor in the city wealthy. 

So you see how easy it is to wield the 
blackjack, and how profitable. Most of 
the newspapers will co-operate with you. 
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The voters, having been carefully taught 
that every public utility is a band of crimi- 
nals and every rich man an unstriped con- 
vict, will assist and honor you. The black- 
jack is the key to quick wealth. 

This industry—for blackjacking has as- 
sumed the importance of an industry—is 
perfectly safe so long as unscrupulous news- 
papers and magazines continue to condemn 
every utility just because it isa utility. It’s 
a good graft so long as the muckrakers play 
into your hands by refusing the corpora- 
tions a hearing while inciting voters to your 
aid. 

Such newspapers and magazines—God 
bless ’em !—have lined many a crooked 
politician’s pocket. They have so warped 
the public mind that the blackjack artist 
can steal from a corporation without dan- 
ger. And they continue to offer the oppor- 
tunity for continued publicity-protected 
blackjacking—by refusing to see more than 
one side of the corporation question. It is 
they who, often innocently but more often 
with shifty glance to their own profit, are 
aiding and abetting the worst criminals 
now operating—the politicians with a 
blackjack. 


We all know of situations where 
such conditions exist, where the power 
of the press is prostituted in the inter- 
ests of the grafter and sold to the sop 
of mob acclaim. But if it is a power— 
and we know it—why is it not enlisted 
in the cause of the “square deal” for 
the central station and the public, 
where the cause is one? There is 
good in all men save few; is it not 
time that the central station took the 
blackjack to all devious, dubious, 
‘“‘gum-shoe” methods of its own and 
did all its business in the open? All 
any honest, efficient public utility 
needs to guarantee its permanent 
prosperity is a public that understands, 
approves, and appreciates, and when 
the newspapers and the magazines 
are encouraged and assisted to tell 
that story, it will develop a human 
interest that cannot be equalled in 
any tale of wrong. 

The time for you to begin the work 
is now. 
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ELECTRICAL MERCHANDISE 


A Department of Suggestions for Men Who Sell 
Current Consuming Appliances and Accessories 





N enormous popular market for electric 
appliances and fittings stands awaiting the 
contractors, the supply dealers and the 

central stations who will study and utilize the 
experience of the successful merchants in other 
fields. It is the aim of this department to suggest 
and apply such proven methods for the upbuilding 
of this retail business in electrical merchandise— 





not by indefinite theory or destructive criticism 
but by helpful, practical, constructive ideas for 
displaying and selling in the Electric Store. Con- 
tributions and communications of interest to this 
department will be gladly received. Address, 
Manager of Merchandise Department, SELLING 
ELECTRICITY, No. 17 Madison Avenue, New 
York City, N. Y. Telephone: Madison Square 7629 
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General Practitioner or Specialist? 


By Eart E. 


When a man feels sick and sends 
for a doctor, the first thing that the 
physician does is to make a diagnosis; 
he finds out just what is wrong, just 
what the patient needs to straighten 
him up and make him well all over. 
He looks at that man as a whole and 
works from that angle. Central sta- 
tion salesmen and contractors, please 
take notice! 

The electrical industry is suffering 
from a scarcity of general practitioners, 
men who are working with this mental 
attitude rather than from the point 
of view of a specialist. We hear too 
much of the sign business, the power 
business and the appliance business, 
and not enough about diagnosis and 
cure. Of course, it is hardly possible 
to make accurate comparison between 
the physician and the central station 
salesman in most cases. The doctor’s 
patients send for him and ask ‘“‘What’s 
the matter?” while the electrical 
man must go after his customers and 
point out the trouble; but isn’t it a 
mistake to allow the discussion of a 
sign or a motor or a new lighting 
installation to displace in the minds 
of the consumer or prospect the idea 
of complete cure for the many ills for 
which modern electric service offers 
a remedy? There’s a big psycholog- 
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ical difference between selling a man 
something and rendering him a service 
for which he pays. 

What we should strive to establish 
as paramount in the mind of the 
prospect is the service rather than 


the medium. Talk electric adver- 
tising and its influence on sales and 
profits rather than electric signs; 


talk power efficiency and its influence 
on costs and output, rather than 
electric motors; talk domestic effi- 
ciency and its influence on the cost of 


living and the joy of living, rather 
than just fireless cookers, chafing 
dishes and irons. When we make 


the first call on a factory prospect, 
it should not be to talk better lighting 
or individual drive, but to make a 
diagnosis and establish an identity. 
Let the general practitioner go first 
and the specialist can follow without 
jeopardizing his prestige through the 
necessity of forcing his talents upon 
an unwilling market. 

If you go to a manufacturer for 
the avowed and accepted purpose of 
analyzing his economic situation to 
discover what benefits you can offer 
him through the application of electric 
service, you establish yourself at once 
as working from his own point of 
interest: Your efforts are not to get 
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something from him, but rather to do 
something for him and looking at 
the problem in that way, your recom- 
mendations can embrace the scope 
of his establishment. You are making 
a diagnosis. Like the general practi- 
tioner you are endeavoring to make 
the whole man entirely well. If you 
approach that manufacturer, however, 
as a lighting salesman you are restrict- 
ed to the consideration of that one 
subject, and you are trying to sell 
him something. It puts you on a 
different footing. He’s on the defen- 
sive, and when you secure his business 
the deal is closed and the subject of 
electric power must be introduced as 
an absolutely separate transaction, 
later on. The central station is suc- 
cessively breaking in as an outsider. 
It is a new deal, where it should be 
only another step towards the com- 
plete cure, as laid down in the diagnosis. 

We are all merchants and salesmen, 
though our merchandise differs in 
character. The physician sells of his 
education, his experience and_ his 
ability to assist nature in restoring 
health; the central station man sells 
of his education, his experience and 
his ability to furnish electric current; 
the contractor sells of his education, 
his experience and his ability to 
install and deliver the equipment 
necessary to utilize the current; but 
there is a big difference in the relation- 
ship between these three merchants 
and their customers. The physician 
begins with a diagnosis, but it has 
been a too common practice for the 
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other two to begin as a specialist in 
the treatment of but one phase of the 
disease, and it discourages and delays 
the cure. 

After all, the customer is interested 
only in the dollar equivalent. The 
central station and the contractor 
should work as the general practi- 
tioner, and diagnose for every possible 
opportunity for the introduction of 
economies and_ efficiencies through 
the use of electric service. And the 
patient should understand both his 
care and his treatment. 


Window Displays—Good and Bad 
Some Faults of the Electrical Window Trimmer 


and How They Can be Overcome Easily 


What is in your display window? 

If this question were asked of the 
average contractor or supply dealer 
the list would be something like this: 
five knife switches, a miscellany of 
conduit fittings, two portable lamps, 
a dozen dry batteries, and a_ thick 
blanket of dust. 

Now, a display window is nothing 
more nor less than advertising space. 
The so-called “good location” of a 
store is simply that corner where 
everybody passes, and where the 
merchant is given the opportunity of 
showing his goods to those passers-by. 
No merchant would consider as a good 
location, a store which had no display 
windows, no matter where that store 
might be located. For half the value 
of location lies in the opportunity to 
display goods—the other half in the 





A good example of an electrical merchants’ window that has real selling power. It not only 
attracts attention, it creates interest and explains the purpose and value of each device 














March, 1912 


passing throng which sees and_ is 
interested in the display. 

Note that phrase, “interested in the 
display.” 

The secret of successful display 
lies not alone in attracting attention 
but in creating interest. You must 
first get attention, of course, but 
unless the passer is interested the 
moment his attention is attracted he 
turns and goes his way. 

The sure way for the dealer in 
electrical merchandise to hold interest 
is to show and explain to the passer 
something of which he has previously 
had only a vague’ understanding. 
This is true display. On the other 
hand, to show unfamiliar goods and 
not to tell something about them in 
plain words and by so exhibiting them 
that both their purpose and advantage 
are obvious, is to wholly lose all value 
of the window. The drygoods man 
may not have to describe his wares 
because they are staples, and all 
women know more or less about them. 
The hardware dealer may successfully 
display his wares without explanatory 
cards because he handles things with 
which all are familiar. But the elec- 
trical merchant must tell his story in 
words and _ picture—must explain, 
expound and demonstrate all in the 
same breath. 

The window here pictured is a good 
example of profitable display for the 
electrical merchant. It represents the 
large display recently made in the 
window of the Allegheny County 
Light Company, Pittsburg, Pa. At 
a busy season, when every window in 
town was dressed at its best, and 
everybody was hurrying, generally 
with the mind on other things than 
electrical devices, this window caught 
the eyes of the majority of those who 
passed and claimed a few minutes of 
their time. It drew far larger crowds 
than did the windows of neighboring 
toy stores, jewelry stores and con- 
fectionery all dressed with holiday 
goods. On the other hand, there 
were dozens of electrical stores in 
the same city where the displays were 
passed unnoticed. That was because, 
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We Will Show You How 


to Make Your New- 


Business Department 
Self - supporting 


Your solicitors can make enough 
money from the profit on the 


PREMIER 


Automatic Sweeper 


to pay the entire expense of your 
New-Business Department. They 
will do this by working one day a 
week among your residence cus- 
tomers—the other five days they 
can spend soliciting commercial 
business and power. 








This is not a plan to sell 
PREMIER SWEEPERS to YOU— 
it’s a plan to sell them to the resi- 
dence customers on your circuits. 


It’s the best plan yet devised for 
putting the best electric suction 
cleaner in every electrified home in 
your territory. 


Premier Vacuum Cleaner Co. 
Power Avenue, Cor. 12th Street 
CLEVELAND, OHIO 


Zear off this coupon 


The Premier Vacuum Cleaner Co.: 

Send us, at no expense or obligation, the following:— 
(a) PROOF that the Premier Automatic Sweeper is the 
most practical motor-driven cleaner. 

(b) PROOF that your co-operative Sales-Advertising 
Plan will pay us 50% net profit. 

(c) Proof that we can make, on an average, One Dollar 
of ‘Profit for each residenee-lighting customer in our 
territory. 
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PopuULAR- 
PRICED 
PoRTABLES 








Mansfield’s 
Leader Lamps 


(Patented) 


Handsome Colonial Glass Base, Graceful 
Brush-Brass Tripod and Shade Support. 
White Opalescent Reflecting Shade. 
Edison Socket, Plug and Cord Complete 


One Dollar 
(Retail) 


Just the thing for a reading lamp by the 
bedside or to replace an oil lamp on a 
library table. 


Mention Selling Electricity and we will 
send you a trial order of 


3 dozen Mansfield Lamps 
for $25.00 


Every house wired this Spring 
will take at least one Mansfield 














The I. R. Mansfield Co. 
800 Broad St. 


Newark, N. J. 
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while the displays may have been 
as attractive, there was nothing to 
create real interest. 

People in general want to know 
about electrical appliances. They like 
to see the wheels go round. But they 
will not stop to gaze upon strange and 
inexplicable apparatus when the mer- 
chant neglects to take them into his 
confidence and tell them what the 
goods are, how they work and why 
they should be in every home. 





Sign Maintenance as a Business 
An interesting service has lately 
been instituted in New York City by 
the Electric Sign Maintenance and 
Repair Co., under the direction of 
Mr. Benjamin Wall, well known in 
the sign business. The company’s 
office is located at 1123 Broadway. 
The service is well described in 
the company name, for they inspect, 
maintain and repair electric signs and 
sign flashers, clean lampsand signs, and 
provide all necessary lamps to take 
care of breakage and burn-outs, for 
a stated service charge of so many 
dollars each month, with additional 
charge for all new parts furnished for 
flasher, and all new lamps. Weekly 
inspections are made of all signs in 
care of the company, and include a 
careful test of lamps and flasher; and 
all trouble which may develop between 
inspections is attended to promptly 
as it occurs. In short, the sign owner 
is relieved of all care or responsibility 
for the proper working of his sign. 
This service has proved exceedingly 
popular in New York, and profitable 
to all concerned, for it keeps the 
consumer out of trouble and happy. 
His sign is operating at highest effi- 
ciency and he is satisfied with it. At 
the same time, it is a boon to the 
central station and the flasher manu- 
facturer, because as a result of intel- 
ligent care there is an absence of 
“trouble calls.” No matter how well 
pleased a merchant may be with his 
sign when it is first installed, he is 
bound to become dissatisfied if the 
sign gradually loses its fresh and attrac- 
tive appearance, and the flasher ceases 
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to act properly, yet if the flasher 
is never oiled and the sign is never 
cleaned and the lamps are allowed 
to blacken and burn out, this dete- 
rioration is inevitable. The merchant 
loses confidence in his sign and from 
a “booster” gradually becomes a 
“knocker.” That hurts him, the light- 
ing company, the flasher maker and 
the sign builder. 

A maintenance proposition is wel- 
comed by the average merchant, and 
is practical in every city, large and 
small, where there are signs to be 
maintained. Why shouldn’t the con- 
tractor take hold of this opportunity, 
. both for the profit in the service itself 
and for its value to him in bringing 
him into intimate, regular relationship 
with the men who already believe 
in electricity as a medium for pub- 
licity? Mr. Wall reports that little 
trouble is encountered in maintaining 
this service, since the signs are not 
allowed to begin to get into trouble. 
His dealings with the consumers led 
to no friction, because the inspector 
carries a card which is signed by each 
customer in acknowledgment of a 
“satisfactory inspection.”” The mer- 
chant is not permitted to forget that 
the service is constant and efficient. 
The income is regular and profitable. 

Here is a chance for the most 
progressive contractor in your town. 
See that he takes advantage of it. 


The Diamond Tire Sign 

The Diamond Tire Company has 
enthusiastically joined the ranks of 
the national electric sign advertisers. 
The latest sign of theirs, shown in the 
photograph reproduced herewith, was 
recently installed in Cleveland, Ohio. 
It measures 45 ft. x 45 ft. and burns 
1200 4-cp. Mazda lamps. The tire 
is 25 ft. in diameter and is flashed to 
give a regular revolving effect, show- 
ing the dust rolling out in a cloud back 
of the tire. In the center of the sign 
is installed 4 rows of monogram panels 
which flash out the company’s 1912 slo- 
gan. First appears the sentence “We 
could build them cheaper,” imme- 
diately followed by the trite phrase, 
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PROGRESS 


consists in doing a little 
better, and keeping up 
the good work 





Corinthian Standard 


Patented 


We have made big improvements. 
The story of the Corinthian Stand- 
ard is ready for your attention. 


Now you know! 


Flour City Ornamental Iron Works 


Minneapolis, Minnesota 
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THE MANAGER WHO 
DOESN'T KNOW 


Merely orders “lamps.” 


The P.A. thinks that he doesn’t care. 


He really does— every manager 
takes pride in his management and 
in the service he renders. 


He doesn’t know how lamps differ 
or perhaps he doesn't think. 


Banner Lamps are the Quality 
Lamps. 


They are made from quality mate- 
rials by the best banner process. 


They are carefully selected and 
accurately labeled. 


Maximum illumination with minimum 
expense is result we strive to produce 


for you. It’s Banner service. 


When you say Banner Lamps you 
have shown that you require real true 
Betterness. 


The Banner Electric Co. 


Youngstown, O. 
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“But we won’t’’; then the sentence, 
“We would build them better,” 
followed by “But we can’t.” They 
have adopted this method of reaching 
the public and consider it the most 
effective advertising they buy. 

The first sign of this type was 
installed on Broadway, just before 
the New Auto Show. A second and 
larger sign was erected in Chicago, 
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This Sign is operating in many cities 


with a tire 60 ft. in diameter and 
illuminated with approximately 3000 
lamps. The third sign was installed 
in Cleveland, and a fourth has just 
been completed in Detroit. 

During the last summer the Dia- 
mond Rubber Company installed 
the largest electric sign of its kind 
in the world on one of their many 
factory buildings in Akron, Qhio. 
This sign was 276 ft. in length and 
consisted of 8-ft. electric letters 
reading, ““Home of the Diamond 
Rubber Co.,” surmounted by their 
trade-mark in colors. In addition to 
these signs, Diamond Tires are being 
advertised electrically by large display 
signs in Boston, Philadelphia, Pitts- 
burg, Baltimore, Louisville, Milwau- 
kee, besides a large number of smaller 
signs on their various branches. 

It is interesting to know that the 
Diamond Tire Company is employing 
the policy of using a standard sign de- 
sign wherever they advertise, as is 
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quite common in magazine publicity, 
a consistent effort to drive home 
one definite impression by a repeated 
influence. It shows that the indus- 
trial world is awaking to the value of 
electric advertising. These Diamond 
Tire signs are being built by the 
A. & W. Electric Sign Company of 
Cleveland, Ohio. 


A Wax Melter and Dropper 


Banks, express companies, jewelers, 
department stores and others whose 
mail often contains valuables, are 
large users of sealing wax, and the 
common process of sealing is a fussy, 
messy and wasteful one. The wax 
is bought in sticks and when a seal 
is made the wax must be held in a 





ee 


A Machine that makes waz seals 


gas or alcohol flame, melted, dropped 
on the point to be sealed and rubbed 
to make a proper shape for the im- 
pression. It takes much time, it 
wastes much wax and it leads to 
slovenly seals in the majority of 
cases. 

The Vulcan Electric Heating Com- 
pany of Buffalo, N. Y., has recently 
marketed an electrical device that 
assumes this entire burden and _ pro- 
duces wax seals by the pulling of a 
trigger. It consists of a utensil for 
wax, which is equipped with a heating 
element that keeps the wax at a 
proper flowing consistency for five 
minutes or for all day as required. At 
the bottom of the wax receptacle is a 
dropper valve, controlled by a trigger, 
and when the trigger is pulled (one 
finger operates it) wax is dropped in 
the exact quantity required to make 
one seal. As is shown in the picture, 
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Begin Your Ventilating 
Fan Campaign Now 


It is not a bit too early to begin to stir up the 
ventilating fan subject. 


A Kimble A. C. Fan will outsell any other 
make two to one, first because they are the 
only fans that can be instantly reversed from 
intake to exhaust, or from exhaust to intake, 
by the pull of a chain; second, because they 
are the only fans that can be operated at any 
speed between zero and maximum, and in 
which the cutting of speed cuts current cost 
correspondingly. 


Get out after the hotels, restaurants, theatres, 
churches, halls, clubs, offices and factories. 


Have one of these fans in operation in your 
own place to show how noiseless it is, how 
simple it is to pull a chain and reverse, or to 
pull the same chain and to give it all sorts and 
variations of speed. 


Best for Your Customers— 


Best for You 


Best for your customers because of these exclusive 
features, and because they move the air as the customer 
wants it moved. 

Best for yuu because they cut into the line without voltage 
disturbance. 


Our 36 inch straight blade, aluminum fan with its 14 H. 
P. Kimble A. C. motor, which moves 17,300 cubic feet of 
air per minute at 550 R. P.M., starts on 4 amperes, runs full 
speed on 8 amperes and reverses frum full speed forward to 
full speed back on 9 amperes. 


Send for the Kimble Catalog and get our proposition to 
dealers and central station managers. 


Kimble Electric Company 


1115 Washington Boulevard, Chicago 
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SIGN TRANSFORMERS 





WILL GUARD YOUR SIGNS 
SAVING YOU 757% 


Also remember 


“ja 


stands for all kinds of 








quality transformers 


for Lighting, Power, Transmission, and all kinds of 
special uses, both large and small 


Absolutely Guaranteed 


Want Information? 


The Packard Electric Co. 


342 Dana Ave., Warren, Ohio 




















March, 1912 





the device stands on four legs and 
may be lifted by the handle where 
necessary and placed upon a package 
or article too bulky to be slid beneath 
the dropper, as is done with a letter. 

This process is claimed to be incom- 
parably faster than any other method 
and the saving in labor will more 
than pay for the machine in a short 
time, even in a small establishment. 
It heats and melts the wax in a few 
minutes, and once melted a temper- 
ature-regulating device maintains the 
proper heat for continuous service. 
Bulk wax can be used which greatly 
reduces the cost of wax and all drop- 
pings and scraps are thrown back in 
the pot and remelted. 

To any extensive user of wax, this 
device will prove of great interest 
and the contractor and central-station 
salesman can well use it as an opening 
wedge to arouse an enthusiasm for 
the opportunities of electric service. 
Take a sample and make a few experi- 
ments, to give you figures on the labor- 
saving factor, and then go to every 
prospect and get the business. 


Sharp Tools for the Salesman 

Some extremely interesting charts 
and figures on industrial accidents 
appear in a recent publication by the 
General Electric Company, entitled 
“The Lighting of Textile Mills.” 
The data is compiled from various 
sources and presents a graphic proof 
of the influence of poor illumination 
on industrial accidents. There are 
two charts, one showing the average 
hours per day of sunshine, cloudiness 
and darkness in New York City as 
recorded for each month during the 
year 1910, and the other showing the 
seasonable_ distribution of about 
700 deaths reported annually from 
industrial accidents for a period of 
three years and embracing an area 
containing some 80,000 plants. The 
curves of industrial casualty follow 
almost identically the curve of the 
decrease and increase of sunshine. 
It is also stated that the Manufact- 
urers Association reports as many as 
500,000 avoidable accidents having 
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occurred in one year in the United 
States. Fully 25 per cent of them were 
caused by poor illumination, according 
to this authority. 

Such figures are staggering, and 
when we consider that for every such 
accident to the worker there must be 
100 accidents to the work, their real 
significance becomes apparent. Here 
are sharp tools for the salesman. 


Practical Scrubbing and Floor 
Finishing 

The grinding, refinishing, and polish- 
ing of floors is about as laborious a 
task as is met in the building and 
maintaining of our modern houses, and 
the introduction of good electric-power 
devices for doing this work offers a 
relief, both through economy and 
efficiency. 

A light, compact, and powerful ma- 
chine, embodying the best mechanical 
features, is being placed on the market 
by the Kelley Electric Machine Com- 
pany, of Buffalo, N. Y., manufacturers 
of portable electric-driven machines. 
This floor-finishing machine meets all 
the requirements, such as refinishing, 
polishing, and grinding all floor sur- 
faces, whether of mosaic, composition 
or wood. It is of the greatest value 
to builders, but offers probably the 
widest market in our homes, as a prac- 
tical method for providing the proper 
care of hardwood floors. 

The mechanism of this machine is 
entirely encased; is strong and durable 
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We Guarantee to Increase 
Your Lamp Sales 


Very few Electrical Dealers 
are satisfied with the amount 
of their incandescent lamp 
sales. If you area Sterling 
Lamp distributor, the prob- 
lem of increasing your lamp 
business is taken care of 
automatically. 


We have a plan that means 
more sales—greater profit. 
It has been proven a winner 
by dozens of Sterling Lamp 
distributors. It is yours for 
the asking. 


By this plan we relieve you 
of expense; we relieve you 
of the work of preparing 
elaborate selling campaigns; 
we place at your disposal the 
best thought of specialists 
in the preparation of sales- 
propelling propaganda. 


We will be glad to give you 
full details of our plan for 
co-operating with you, in 
your efforts to increase the 
consumption of electricity 
through lighting. Where 
this plan has been applied 
the business has increased 
very rapidly. 


Let us help you. Write to- 
day for data. 





FILECTRICALZMFG CO. 


Warren, Ohio 
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GUARANTEED FOR THREE YEARS 


The best way for you to begin ice) 
find out that they are the irons for 
you to sell to the public, is to take 
one apart and see its simplicity. 
Then use it yourself or have your 
wife use it and see its efficiency. 
We'll show you the profit you can 
make selling them and how to 
sell them. 

The way to convince yourself 
fully that they are the best irons 
for you to sell is to sell them. 


American Electrical Heater Company 
DETROIT, MICHIGAN U.S. A 
Oldest and Largest Makers 


AMERICAN 


ELecTRIcAL MERCHANDISE 
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in its construction, and its attach- 
ments are simple and easily adjusted. 
The electrical equipment consists of a 
1-3-hp. motor, operated by a flush push 
switch encased in the handle. The 
push buttons are located under the 
middle handle, making the control 
directly under the operator’s thumb. 
On the back of the switch box is an 
attachment plug connecting 40 feet 
of waterproof insulated cord with 
attachment for an electric light 
socket. 

The handle is detachable at the 
fork, which facilitates carrying the 
machine. The fork is connected to 
the machine by trunnion screws which 
allow the machine to conform to an 
uneven floor surface. A spring at- 
tachment to the fork allows still great- 
er flexibility to the handle, enabling 
the operator, by a slight pressure up or 
down on the middle handle,: to cause 
the machine to move in a right- or 
left-hand direction. Furthermore, 
by lightly tilting either of the end han- 
dles, the machine will move forward or 
backward as desired. This unique 
feature of the machine enables it to be 
self-running. 

The attachments consist of circular 
brushes, polishing, sanding, and grind- 
ing heads, which are securely attached 
to the machine by a screw-threaded 
plate, being quickly detached, and of 
such construction as to enable the 
machine to be operated close to the 
side walls without damage to the 
finish. The manufacturers claim that, 
owing to the lightness of their ma- 
chine and the elimination of friction 
losses, by the use of hardened cut 
gears and thrust ball bearings, to- 
gether with a perfect lubricating sys- 
tem, they are able to apply the full 
power of the motor to the attachments, 
practically without noise. 

An electrical device to care for the 
hardwood floors will make strong ap- 
peal in every house where there are 
floors to be waxed and rubbed, which 
should offer a good market for the 
machine. It will pay the electrical 
merchant to feature it in his store and 
in his advertising. 
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Samovar is a Good Sales-word. 

The large department stores have 
people who do little else than hunt up 
new wrinkles in sales-talk. Clerks are 
continually instructed in all the latest 
phrases, technicalities, and word-twist- 
ings that have so much to do with 
“catching” the modern shopper; it is 
amazing to what extent this practice 
is successful. 

The electric samovar is an appli- 
ance that particularly lends itself to 
clever sales-talk. The word of 
Russian origin and designates a metal 
urn used in Russia for making tea, 
being filled with water which is heated 
by charcoal placed in a pipe with 
chimney attached, which passes 
through the urn. It was but follow- 
ing the natural trend of the times to 
substitute an electric immersion type 
heater for the charcoal and chimney, 
and the result is the electrically-heated 
samovar. In addition to making the 
best quality of tea, the samovar also 
possesses an additional advantage in 
that it is possible by its use to make 


is 





The Westinghouse Samovar 


the tea on the table—just where it is 
needed, and the tea therefore can be 
served at the desired temperature. 

The Westinghouse electric samovar 
is here illustrated. 

The outfit consists essentially of the 
stand, tea urn, spacing ring, tray, and 
cover—all formed from heavy sheet 
copper. The tea-ball, which opens to 
receive the tea and which hangs from 
the lowering and raising chain, is of 
perforated and tinned sheet copper. 

The device is exceptionally efficient 
and economical. The heating element 
is hermetically sealed within the copper 
jacket of the heater, which effectively 
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New Idea 


Bring De-Light 


No. D6459 


adaptable for any situation. 


catalog, sent free to dealers only ? 


Supply Depot for 


Washington and Jefferson Sts. 





Keep Abreast 


With the Times 
WILLIAMSON’S 


Compodura Fixtures 


Pleasing to the Eye 





At your request we will mail, postage paid, 
Photo Prints, comprising a complete, salable 
line, of special designs for semi and indirect 
Compodura Bowl lighting, single or more units, 


Have you received a copy of our No. 17 


R. Williamson & Co. 


Makers of 
Electric and Combination Fixtures and Art Glass Shades 


everything pertaining to the lighting industry 


Chicago, Ill. 
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protects against oxidization of the heat- 


ting element. The metal parts may be 
finished in either nickel or polished 
copper, while the handles have a rich 
ebony finish. 
Johns-Manville Co. Take Frink 
Output. 

The H. W. Johns-Manville Com- 
pany, well known in the lighting field 
as manufacturers of the Linolite Sys- 
tem, have acquired the sole selling 
agency for the entire output of I. P. 
Frink, including the various lines of 
Frink reflectors and fixtures. 


“Lux et Veritas” 

The Opalux Company of 258 Broad- 
way, New York, manufacturers of the 
“Opalux”’ and other reflectors, have just 
published a remarkably attractive 
book entitled “Lux et Veritas,” an 
exhaustive presentation of the princi- 
ples of illumination, and their applica- 
tion through the use of the Opalux 
product. It is a bound book of great 
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beauty, illustrations and decorations 
all conducing to uncommon artistic 
excellence. The contents embrace, in 
addition to a catalog of Opalux reflector 
types, a wealth of illumination data 
of greatest value to the man who sells. 


POSITIONS OR MEN WANTED 





The rate for ‘‘ Positions or Men Wanted” advertisements of 
Sorty words or less is one dollar an insertion ; additional words, 
one cent each; ges in advance. Remittances and copy 
should reach this office not later than the 15th of each mont 
for the next succeeding issue 

Replies may be sent in care of Selling Electricity, 17 Madi- 
son Avenue, New York _ 


WANTED—Experienced and energetic light 
and power solicitor. Only men that can show 
results need apply. In making application 
state fully in first letter your experience, refer- 
ences, and what salaries you have received. 
Address Jackson Railway & Light Company, 
Jackson, Tenn. 








OPEN FOR ENGAGEMENT-—First-class all- 
round electrical solicitor. A man with a record 
as a business getter, and having the best of 
references. If you need such a man let me 
hear from you. Address W. E., care of Selling 
Electricity. 
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This is the New Haven Pole 


MADE OF THE BEST QUALITY GREY IRON CASTING 


Showing the 


Ornamental Luminous Arc 


THIS is the installation that is drawing street-lighting com- 
mittees from all over the country some nights from two and 


three different cities. 


Why not get the merchants in your city interested in orna- 
mental street lighting either as a merchant’s association or 


a straight better-street-lighting campaign. 


We can send 


you data which will enable you to put a proposition to 


New Haven 
ole 


those interested in your city. 


Write for it. 


ORNAMENTAL LIGHTING POLE COMPANY 


Poles for all Types of Lighting 


19 BATTERY PLACE 


4 


NEW YORK 
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Everson—his cleaner 


A Word to the Salesman: You don’t have 
to talk away the bad points with the 
New Everson. Its lightness, power, ap- 
pearance and price have the sale three- 





Expert Advice 
Electric Signs 


I have designed, built and sold over 
5000 Electric Signs. 


1 know how a sign can be made 
economical of current and strong in sales 
power—in other words, Profitable. 


Let me give you the benefit of my 
experience before you buy a sign. I will 
tell you if the construction is the best, if 
the price is right, if the design can be 
made more appealing. I will give you 
unprejudiced, expert advice that may save 
you money and secure you a better sign. 














quarters made before you say a word. 
Our Booklet is wrapped and stamped— 
your name, please. 












Benjamin Wall 


P.O. Box 118 Allendale, N. J. 


Everson Manufacturing Company 
271 Franklin Street, Boston, Mass. 


The RECO FLASHER 


is in a class all by itself! 





























Here’s a Flasher that’s adjustable for almost ad kind of an effect. 

The only one on the market! 

All the leading Central Stations and Sign Conan use the Reco hice it’s 
trouble-proof, reliable and flexible. Bulletin No. 18 just out. 


Reynolds Electric Flasher Mfg. Co. 


Largest Manufacturers of Flashers in the World 
Also Manufacturers of Billboard Reflectors, Time Switches, Transformers, Window Displays, ete. 


617-631 W. Jackson Blvd., Chicago 1123 Broadway, New York 


























In writing to advertisers, mention 





‘*Selling Electricity’’ 
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Bothered With Falling Lamps? 


~~ 
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The New Benjaxnin Lamp Grip 


is the device for the prevention of accidents and the averting of 
trouble, for which you have been looking. 


Its advantages are apparent. A simple spring means engages 
the lamp base with sufficient force to keep it from loosening or 
falling out. It thus prevents loss from breakage, saves the time 
necessary for re-adjusting, and renders accidents in dangerous 
quarters where the lamp might strike the workman impossible. 


For work in the industrial field, places exposed to the wind, on 
steam cars, street cars, steamships, or wherever a lamp socket is 
subjected to excessive vibration, this new device will entirely 
eliminate the item of loosening or falling lamps. 


We are prepared to supply the Lamp Grip in sizes to cover 
the entire line of our Reflector Sockets and Mill Clusters—for 
} lamps ranging from twenty-five to five-hundred watts. 


Where Shall We Send Our New Industrial Lighting Bulletin No. 10? 














Benjamin Electric Mfg. Company 


Manufacturers of Enameled Steel Reflector Sockets and Mill Clusters. Tungsten 
Fixtures for In- and Out-door Lighting. Wireless Clusters, Lighting Specialties. 


CHICAGO, 120-128 So. Sangamon St. 
. New York, 27 Thames St. San Francisco, 151 New Montgomery St. 
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Independent Foundry Company 
Portland, Oregon 




















Every 
Woman 


is interested in 
a “guaranteed” 
Electric Wash- 


ing Machine. 


WASHING? 4 BY 
gf FLecreiy 


We are build- 
ing the finest 
machines in 
the world and 








every one of 
them is guaran- 
teed. 








If you are a classy dealer write us for further information. We have a 
Central Station selling plan that has never failed to prove satisfactory 


| 
THE JOHN DIETZ MFG. CO., Cincinnati, Ohio | 
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For 25 Cents! 


A Book of Central Station 
New Business Systems 


Several hundred copies of the book on New Business 
Methods which was issued by the Central 
Station Development Co., of Cleveland, 
have come into our hands. 

















A most valuable complete working system for Cen- 
tral Station business- getting, including file card 
forms, form letters, folders, contract forms and de- 
tails for complete equipment. It is filled with facts 
and figures of the greatest value and importance 
to the Central Station Salesman. It presents a clear 
analysis of commercial problems, with practical 
suggestions for GETTING THE BUSINESS--- 
not theory and conversation---but METHODS, 
concrete and efficient. 


The Central Station Development Company is 
dead, but the book is alive from cover to cover. 


YOU NEED A COPY! 


We will mail you a copy of this book, postage paid, on receipt of 25 cents 
in stamps. This just covers our cost. 






Send 25 cents in postage stamps to 


THE RAE COMPANY 


17 Madison Ave., New York 
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Pays the Bill : 


The proof of a satisfactory job is the 
re-orders it gets you. If you install 
the newest-best conduit fitting, the 


it will bring re-orders in plenty. There’s more than one reason. The ADAPTiBOX 
enables the wireman to do a quick, clean job, so there’s no waste time to charge 
in. The man works in comfort and he works fast, because the ADAPTiBOX is 
roomy and easily handled. Every ADAPTiBOX job goes through on schedule 
because these new, up-to-the-minute fittings are adaptable to every standard or 
special requirement, and there are no delays while you send to the factory or the 
jobber for some fitting to meet an unexpected condition. 


This picture tells the story. Here you see the base and sides of an 
ADAPTiBOX. Every side lug is interchangeable—you can make up any type 
of fitting required in two minutes. The covers (which are not shown here) are 


interchangeable—you can put on anything from a plain iron top to a weather- 
proof socket. There’s no limit to the adaptability of the ADAPTiBOX. 














a 








Send for Sample and Prices 
The sample is the most convincing argument we have. 
The prices will make you “sit up and take notice.” 


The Bonnell Manufacturing Co. 


CLEVELAND, OHIO 
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Here’s A Money-Maker 
For You, Mr. Dealer 


Here is a line of J-M Linolite Desk and Table Lamps in which the profits are large and which 
literally sell themselves. You don’t have to talk good points—the Lamps show them. 

No argument is necessary to make a man see that a J-M Linolite Lamp one foot long will dis- 
tribute the light over a larger area of his desk than a bulb lamp having only a fraction of that 
light-giving surface. He can see at a glance that J-M Linolite Lamps are designed to throw ALL 
the light just where it is wanted instead of wasting part of it. And they are made in burnished 
brass, oxidized copper and gun-metal finishes, in styles to suit all tastes. 































The first dealer in each town gets the “cream” of the business. Will you be the first? 
Write nearest Branch while you think of it for booklet and dealers’ prices. 


H. W. Johns-Manville Co. 


Baltimore Cleveland Kansas City New Orleans Pittsburgh 
Boston Dallas Los Angeles New York San Francisco 
Buffalo Detroit Milwaukee Omaha Seattle 


Chicago Ind?anapolis Minneapolis Philadelphia St. Louis 1000 




















Have You Solved Your 
Residence Lighting Problem Yet? 


Are there not almost as many old unwired houses available to your lines as there 
were five years ago? 

How many of these have become customers during the past year, two years, three years, 
five years? 

Do you not think it is about time to sell them current ? 

Do you not think it is about time to have them wired ? 

What difference would it make in your annual statement to have 50% connected this 
year, 25%, 10%, 5%? 

If you have 2000 available and can get 20%, it means $6000.00 per year. Would 
$6000.00 per year more than your regular increase mean anything to you ? 

We have been hammering at you for several years to get you to take business of this 
kind at a flat rate of $120 per kilowatt per year. 

You have not been able to get it for yourself. 

You have not been able to get the old houses wired. 

Do you not think you are foolish not to let us take a whirl at it? 

You cannot get hurt, you can only win. 

What we have done for many others we can do for you. 

Will you let us? 


Excess Indicator Company 
| 105 West 40th St., New York, N.Y. 
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Offer Your Consumers a Selection 


from the largest line of electric laundry machines for 
the home in the world, at prices ranging from 


$50 to $500 


No matter what the requirements we have the machine 
and the best at its price that can be secured. Every 
machine is of the 


THOR 


quality and will be placed with your consumer subject 
to a thorough test before paying one penny. The co- 
operation of our sales organization with your solicitors 
will place these machines on your lines. 





Send tor Catalog E and Spectal Selling Plans. 


HURLEY MACHINE COMPANY 


25 So. Clinton Street, Chicago 


New York Los Angeles 
1012 Flatiron Bidg. 3rd and Main Streets 














Your Light and Power 
Prospects Will Be 

Glad to “Sign Up” 

This Year 


if you attach 


The Portable Printometer 


to their isolated plants and leave it there a few days. 


The Printometer record will tell its own story of energy 
consumed. Then your solicitor with the actual record available 
simply steps in and predicts a charge that means a big saving in 
the amount the plant is expending to produce its own energy, 
and the contract is yours for ““keeps.”’ 


lt is not a question of guesswork or speculation, it is a matter 
of hard dollars and cents. All you have got to do is to show the 
isolated plant manager how he can save money by buying 
electrical energy from the central station and it won’t take him 
long to make up his mind that he wants it. The Printometer 
enables you to show him with absolute confidence. 





The Portable PRINTOMETER @ 


Bulletin 55 will tell you an interesting new year’s story on 
this subject. Mailed on request. Write for it. 
A potent factor tn developing new business. 
Bulletin No. 55 tells about tt. 


MINERALLIC ELECTRIC COMPANY 


Merchants Loan and Trust Building, CHICAGO, ILL. 
Pacific Cost Representative: VAN E. BRITTON, 697 Monadnock Bldg., San Francisco, Calif. 
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INVESTMENT 
SECURITIES 


We recommend to investors the following: 


Commonwealth Edison Company 


First Mortgage 5% Gold Bonds. Due 
June Ist, 1943. Interest payable March 
lst, September Ist. 

Price to yield nearly 5%. 


*Commonwealth Edison Company 
(Stock) 
Paying 7% per annum, 1|°4% quarterly, 
February Ist, May Ist, August Ist, 
and November Ist. 
Price to yield about 54%. 


Public Service Co. of Northern Illinois 


Firstand Refunding Mortgage 5% Bonds. 
Dated October Ist, 1911. Due October 
Ist, 1956. Interest payable April and 
October. 

Price to yield better than 5%. 


Public Service Co. of Northern Illinois 
(6% Cumulative Preferred Stock) 
Dividends quarterly, February Ist, 
May Ist, August Ist, and November Ist. 
Earning over four times dividend re- 
quirements. 


Price to yield better than 54%. 


The stocks of the above Companies are tax- 
exempt in Illinois. 


Federal Sign System (Electric) 
(7% Cumulative Preferred Stock) 

Dividends quarterly, February 1st, 
March Ist, May Ist, and November Ist. 
Earnings greatly in excess of dividend 
requirements. 

Price $100 per share with a bonus of 
25% common stock Voting Trust Cer- 
tificates. 


We make a specialty of above securities and 
will be glad to furnish further information and 
prices. 


*Listed on Chicago Stock Exchange. 


Russell, Brewster & Co. 


Bankers and Brokers 
116 West Adams Street 
CHICAGO 


New York Office Members New York Stock Exchange 
111 Broadway Members Chicago Stock Exchange 











Central Stations 


See That Your Customers Get 


New York FLASHERS | 


(Patented )™ 


‘With the Exclusive [ammagalallaaspmeray 
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You Influence Sign Sales 


FLASHER TROUBLES “KILL” 
BUSINESS 
Ours Cost No More Than the Ordinary Kinds 











COLCOS=. Mrs, 


Patented 1995-1911 
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STYLE “A” STYLE “B” 


Why Use a Colored Lamps? 
Dipped La Lamps Won't Last 


| corcm cars: | 


Used Everywhere 
BETTS & BETTS 


304 West 53rd Street, New York, U.S. A. 
BOSTON MILWAUKEE OAKLAND LONDON 
PARIS BUENOS AIRES 




















In writing to advertisers, 


mention ‘‘Selling Electricity’’ 





SELLING ELECTRICITY 








THAT DOLLAR IDEA 
YOU THOUGHT OF! 


Send It in Today. 
There’s a Green Bill Waiting. 























OUTDOOR ADVERTISING EVERYWHERE 


Originators of Spectacular Electric Sign Advertising, and of the 
“Great White Way,”’ New York City 


Owners of Electric Moving Sign U.S. Patent No. 648,677 
































Electric Signs and Accessories 


Send for our list of fifty standard and special signs 
ready for immediate shipment at reduced prices 


ff. HALLER SIGN WORKS, Inc. 
THE all a: E(< 5) 704 South Clinton Street 


Showing Revolving Wheel Effect Chicago 
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Over 400,000 copies of ELECTRICAL PROGRESS have 
been distributed by Central Stations. Why? 


FIRST.—Because it is a little magazine and is read without the natural 
prejudice which all manufacturer’s literature and signed central sta- 
tion advertisingencounters. This is an era of magazines; everybody 
reads them. Folk who get ELECTRICAL PROGRESS read it 


because it’s interesting and informing. 


SECOND.—Because ELECTRICAL PROGRESS is devoted each month 
to one single class of electric service, Store and Window Lighting, 
Home Equipment, Small Power or Ornamental Street Lighting, for 
instance. All the articles bring out different phases and hammer 
home the one lesson. Instead of the miscellaneous smattering of light, 
heat and power data which the old central station bulletin contained, 
the attention of the reader of ELECTRICAL PROGRESS is focused 
on one subject that interests him, and the articles, the illustrations 


and the ads all combine to make an indelible and a moving 
impression. 


THIRD.—Because ELECTRICAL PROGRESS is interesting. It is not 
dry. It is not amateurish. It is made up of short items in a bright, 
newsy style, but before all, accurate, logical, convincing, appealing. 
It is written by men who understand the problems of central station 
public policy and do not say the wrong thing. 


FOURTH.—Because every issue is designed to sell the goods by arousing 
the reader’s interest, enthusiasm and appreciation, When the sales- 
man calls, he is talking to a man who is already posted, already half 
convinced. 

Read this Month’s Issue and you'll see why this is true! 


Send this Sign and Window Lighting Number to every commercial 
customer and prospect you have. Your salesman can follow it up 


strong and GET THE BUSINESS! Send your Order To-day. 
ELECTRICAL PROGRESS costs 5c a copy for small one-time 


orders, but as low as 2c under quantity contract, covering the year’s purchases of such 
issues as you want. Write today for the contract form and a list of coming issues. 


Published by 


THE RAE COMPANY 


17 Madison Avenue, New York City 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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FEDERAL SIGN SYSTEM (ELECTRIC 









On Your Own 
+ Building 















Start “Sean, 
Your / 
518n Campaign / 
at your Front Door | 


@_ The easiest way to interest your merchants in electric signs is to 
show them how. 
@ You lead your community in Electrical Ideas. 
ore look to you for suggestions as to how to do the thing right. 
There is only one recognized standard electric sign—FEDERAL 
@ The most brilliant, durable, and effective sign ever constructed,— 
a fit sign for progressive Central Stations. 


You can erect a FEDERAL Sign with a different 
reading every three months. Four signs at the cost 
af one. Now is none too early to start tt. Write us 
for particulars on our 4 in 1 Central Station Sign. 


Federal Sign System (Electric) 


Home Insurance Building, Chicago 
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Electrical Progress 


A SMALL MAGAZINE PREACHING TuE PopULAR > 
© APPLICATION OF ELECTRICITY 
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Sign and Window Number 
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Location As An Investment 


And Why Electric Advertising 1s Essential if it is to Pay Big Dividends. 


Why does the busiest corner bring 
the biggest rent? For the same reason 
that a page in a big city daily costs 
$400 while a page in a small town 
weekly may cost $40. It’s all a mat- 
ter of circulation, the opportunity to 
talk to more people and attract more 
business. 

No man who buys a full-page space 
in a big city daily paper and pays $400 
for it would think of simply printing 
his name and address in it in small 
type. He knows that that space 
should bring him $4,000 worth of 
business and he runs an ad that will 
sell his goods. He makes his invest- 
ment pay dividends. 

The same situation is represented by 
the location of a store. Equal space 


in a ramshackle building on a side 
alley would cost $40 a month, but the 
rent on the busy corner is $500 a 
month, for few people travel the alley, 
while everybody in the city passes the 
busy corner day after day. It has a 
better “circulation” and that’s what 
the merchant pays for. It’s up to 
him to make that location pay him 
back every cent it costs, and a fat 
profit on top of that. 

Location alone doesn’t sell the goods, 
though many will argue that it does. 
The store may be full of bargains, but 
if the shades are down in door and 
windows, no one will come in and buy. 
Location alone doesn’t sell goods. 
But when the store is open and the 
goods are in display, the store on the 





A purchaser's guide post in Toronto. 


A sign on a good location extends the influence of the store as far 


as the eye can see. 


March, 1912 
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busy corner is a busy store, for there 
are hundreds of passing people who 
are always wanting that kind of goods 
and who are always coming in to buy. 
Location brings the circulation and the 
rest is up to the merchant. 

But no merchant is satisfied to 
passively accept only these benefits of 
immediate location (that he has paid 
good money for), to simply depend on 
the voluntary business that drifts in 
from the crowd that passes his front 
door during business hours. That’s 
only half the value of location. The 
rest lies in the power of electric adver- 
tising, in the influence of brightly 
lighted windows and a flashing sign 
that talks to every man and woman 
who comes within eyeshot. 

Location means opportunity bought 
and paid for, that’s all; and oppor- 
tunity does no more than knock. The 
profit from the investment comes from 
developing every bit of circulation 
that the location affords, by keeping 
the windows bright and appealing as 
late as there are people on the street 
every night, and by using the strongest, 
most seductive and appropriate sign 
that can be built to draw all eyes, all 
thoughts, and all latent desires to the 
windows and into the store. 


Motion—What It’s Worth In a 
Sign 

How often you sit reading in your 

living room, intent on your magazine, 

when all at once you see a big, black 

spider scuttling across the floor. Why 
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A clever eye-catcher in Montreal. The clown 
rolls the barrel on his feet. 
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do you see him? You're not looking 
at the floor, and the rug has spots on 
it more conspicuous; yet that spider 
spot couldn’t escape you. It’s the 
motion. 

If the rabbit lies close in the bushes 
you pass by unawares, but if he breaks 
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A big roof sign that is always in the public eye, 
because the world revolves and the flag waves. 


and runs you see him every time. It’s 
the magic of motion. Our eyes jump 
to it, and we watch it as is proved by a 
dozen things that occur to each one of 
us at the mention. The crowd watches 
the store window where the balloons 
are blowing in the wind from the con- 
cealed fan. We stand before any kind 
of a mechanical demonstrator, and we 
never walk by without noticing it, 
because it moves. That’s adver- 
tising. 

And a sign that moves, a sign that 
flashes on and off, or spells out letter 
by letter, or has a ‘“‘chaser’’effect, is just 
like the spider on the rug. It tickles 
the far corner of our eye, and we look 
quick and we watch it. That’s ad- 
vertising. 

Who sees a painted board sign at 
night along a street that is bright with 
electric advertising? Every sign that 
flashes is individual. It stands out 
alone, no matter how bright the street, 
or it moves and every eye answers. 





The Small Town Opportunity 


Why Stand By and Let the Mail-Order 
Houses Take Business From 
Your Town? 


The big mail order houses, like 
Sears, Roebuck & Co., of Chicago, the 
National Cloak & Suit Co., of New 
York, and a dozen more that we can 
all count off on our fingers, are doing 
an enormous business, from one end of 
the country to the other. Their orders 
run way up into the dazzling figures, 
and every one of them is taken out 
from under the nose of the small town 
merchant, for the mail order business 
comes from the country and the small 
town, not from the city. 

But why do these people write let- 
ters to a far away city and buy their 
socks, and their shoes, and their skirts, 
and their coats, and their razors, and 
their mattresses from the mail order 
house? The answer is easy: because 
the magazine page is more attractive 
than the local shop window, because 
the pictures, descriptions, and argu- 
ments in the magazine ad are more 
appealing and convincing than any in- 
fluence exerted by the local merchant’s 
display. So he loses the business. 


ad 
| 
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The easiest place in the world to 
sell goods by electric advertising is 
really in the small town, where the 
bright window and the far signalling 
electric sign shines out free from any 
real competition and is known and 
watched by every man, woman, and 
child in the community. It isn’t like 
the situation in the big city, where 
every business street is a blaze of 
light and it requires individuality to 
make a strong impression. In the 
small town the streets are dark except 
for the town ares and incandescents, 
and the store window that is aglow 
stands out against a background of 
night. It dominates everything in 
sight, and every eye is drawn to the 
goods on display, if the window is 
properly lighted and the goods are 
properly displayed. 

Right there is the secret of window 
salesmanship. The best lighted win- 
dow in the world won’t sell goods, un- 
less the goods themselves look attract- 
ive and the most appealing display of 
bargains every devised would not sell 
if people didn’t know it was there. 
The average small town shop window 
is a jumble. The merchant would 
never think of stopping a woman on 
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The sign and the window work together to advertise the name and the goods. 
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Keep them 


burning every night. 
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the street and saying, “Don’t you need 
a pair of shoes, and a shirt waist and a 
hat and a bag and ten boxes of corsets 
and a pile of towels and a blanket and 
four kinds of dress goods?” But 
that’s what his window does. If he 
would make his window concentrate 
on selling one or two lines, on filling 
one or two human wants, if he would 
change the “trim” twice a week, if he 
would keep that window brightly 
lighted every night till the streets are 
deserted, if he would have his window 
lights out of sight so that the eye will 
rest on the goods and not on the bright 
lamps, and if he would mark his store 
with a bright, flashing electric sign, so 
that it would hail and invite every 
eye within reach of his corner, the mail 
order houses would get less business 
from his town. 


Buying Goods in One-Twelfth 
Dozen Lots 


Are You Getting All the Profit There is 
From Your Electric Advertising or 
Are You Just Burning a Sign? 


No merchant would think of buying 
his goods in one-twelfth dozen lots. 
It would be easier to buy stock just 
ahead of the sale, it would tie up less 
money if he didn’t purchase in large 
quantity, but where would his profit 
go? How much money would he make 
if he was afraid to risk an investment, 
if he refused to carry stock on his 
shelves? Still, eight merchants out of 
ten do that very thing when they buy 
an electric sign. 

When a man buys an electric sign 
it isn’t the sign itself he wants, he’s 
not simply trying to decorate his build- 
ing. He is spending his money for 
electric advertising. He is making an 
investment that will pay dividends in 
sales over the counter to people who 
have been reached and attracted by 
the sign. The purchase price of the 
sign itself isn’t the thing he’s most 
interested in, the monthly cost for 
current consumption is not the prime 
issue, it’s the advertising strength of 
the sign that makes its chief value to 
the merchant. Naturally the first 
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cost is an important factor, and there 
is a limit to the monthly bill that any 
man can carry, but they are both 
secondary to advertising power. 

“T ought to have an electric sign,” 
says the merchant. ‘What would it 
cost for a sign reading—BOOKS?” 

He’s starting at the wrong end. He 
might as well ask the publisher’s sales- 
man, ““How much do books with red 
covers cost?” He doesn’t buy books 
because they have red covers. He 
shouldn’t buy an electric sign by the 
price. What he wants is electric ad- 
vertising. 

There’s only one way for a man to 
buy an electric sign: let him go into 
session with his ledgers and a sharp 
pencil and find out what he needs. 
When he becomes convinced that he is 
losing trade by not keeping his store 
before the public at night and begins 
to realize what electric advertising 
will do for him, he must decide first 
just how much he can devote each 
month to the development of this new 
business, how much he can afford to 
spend to operate his sign. Then he 





This illustrated how the value of a small sign may 
be increased by a flasher. The lightning flashes 
and the border too. 


can go ahead and get the strongest, 
most appealing and far-reaching sign 
that will figure within the monthly 
appropriation, the greatest amount of 
advertising for the money spent; for 














after all it’s advertising he’s buying, 
not just a sign. 

Suppose he decides that he 
spend $12 a month. The average 
man goes ahead and buys a small 
steady-burning sign that will consume 
about that amount of current. Why 
should he? If he will equip his sign 
with a flasher, the consumption of cur- 
rent can be reduced 50 per cent, which 
means that for the same $12 a month’s 
bill, he can have twice as good a sign, 
a sign that is alive with individuality 
and action, a sign that reaches further 
and makes a stronger, more compelling 
impression, which means double the 
advertising. Moreover, instead of 
equipping his sign with carbon lamps 
he can use the newer Mazda sign 
lamps that consume less than half the 
current, which means that he can 
have twice as many lamps. 

The purchase price of the sign itself 
will be more, true enough. But what 
of it?) What he wants is the adver- 
tising. That’s what he’s buying. Let 
him utilize these economies to reduce 
that monthly current bill enough to 
write off the increased sign cost in a 
year, or let him increase his investment 
a bit and take the profits in the bigger, 
brighter, busier sign and its greater 
advertising value. 

Get the highest efficiency from your 
sign. Walk down the street tonight 


an 


and notice which signs you find the 
the sign 


most effective. It’s that 


moves, and remember, in the sign that 
moves about one-half the lights are 
off all the time and not consuming 
current. Make your sign pay the 
biggest profit you can. Use a flasher, 
use Mazda sign lamps, use colored 
“caps” and “‘shades” and change them. 
Keep that sign conspicuous all the 
time. 

And when you buy a sign don’t say, 
“How much will it cost?” Say, 
“How much can I spend a month and 
how much can I get for it?” 


How to Light the Window 
A Few Simple, Common-sense Rules 

and the **Reasons Why.” 

Lighting the store window, like al- 
most anything else, is pretty simple 
and easy to the man who knows how, 
but rather an indefinite process to the 
merchant who has given it no particu- 
lar thought. The underlying prin- 
ciples that must be invoked to secure 
successful window illumination, how- 
ever, may be boiled down to a few rules 
that are just sound common-sense. 

In the first place, in operating a 
show-window, there is a single purpose 
in view, to attract and hold as long as 
possible the attention and interest of 
the passing public. The window is a 
silent salesman, whose sole duty is to 
flag the eye of the man on the street, 
arouse his curiosity so that he will 
stop and examine the goods on display, 





This shows the value of concealed lights. 


Where the lights are in sight the display looks dingy. In front 


ut stands out strong. 
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and make a strong enough appeal 
so that he will walk in and purchase, 
or return later, if the store is then 
closed. It sounds like an impossible 
job, when you analyze it, but that’s 
exactly what the successful window 
does. And to make that window 
salesman pay the biggest possible prof- 
its in actual sales made, we must con- 
centrate every possible influence we 
can exert to strengthen its selling 
power. 

Here are the most important points: 

1. Conceal the lights so they are 
not visible from the street. The old 





An example of good window lighting in Newark, 
Ohio. There's nothing to see but shoes. 


way used to be to outline the window 
front in dazzling electric lamps, but 
from a distance that made the light 
and not the goods the most prominent 
thing in the display; and who wants to 
stop to look at lights? The effect of 
such a window is equally bad for the 
man who stands close by. The lights 
themselves are so bright that the goods 
look dim and dingy by comparison, 
and the eye is constantly diverted from 
the picture by the gleam of the frame. 
Install the window lights high up 
along the line where the glass front 
meets the window ceiling. Hide these 
lights by a painted sign, or a panel or 
drapery. The sign is usually the best 
because it affords an appropriate 
transparency effect that is read from 
afar. 

2. Avoid shadows in the window. 
You often see badly lighted windows 
where lights are hung near the back, 
and as a result every object in the 
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window throws a shadow forward to- 
wards the observer and looks indistinct 


and dingy in consequence. The hid- 
den window lights should be mounted 
forward in the window, so that any 
shadows will be thrown to the rear, 
and by the use of proper window 
reflectors all shadows can be practi- 
‘ally eliminated. 

3. Do not light the window by 
means of a large, ornate, suspended 
fixture, unless you are selling fixtures. 
The eye follows the light and the fix- 
ture itself will draw attention first and 
weaken the power of the display. 

4. Study the window and see that 
the right amount of light is provided. 
If the paneling and floor is white, it 
will reflect the greater part of the 
light that falls and less will be required. 
A jeweler’s window, in dark wood 
panels and plush covered floor, will 
absorb most of the light that falls and 
more light (larger lamps) will be 
necessary to make it look bright and 
cheerful. 

5. Avoid too great brilliancy. 
Glare is distasteful, it offends our 
eyes, though we may not be con- 
scious of it and repels rather than 
attracts. Moreover, too strong a light 
makes some goods look badly. Rus- 
sia leather shoes, for example, have a 
spotted appearance under too intense 
a light. 

Study your own window and make 
the goods look cheerful and inviting; 
that’s the important point. It’s the 
effect upon the goods in your window 
that counts. The character of your 
display must determine the character 
of your installation. The jeweler 
wants a strong, white light from un- 
frosted Mazda lamps to make his 
jewels flash and sparkle. Men’s suits 
or rugs look better in the softer light 
from smaller lamps, so that they will 
have the same effect as when in 
service. 

Those are the kind of points to bear 
in mind in the lighting of your win- 
dow, and if in your present installation 
the lamps are in sight or are wrongly 
placed, better change them now. 
Don’t tie the window-salesman’s hands. 


The Newcomer’s Trade 


Some merchants think that it does 
not matter much about their window 
lighting. They think that they hardly 
need an electric sign, for they say, 
“Everybody knows us. We're the 
oldest and the best, and they come 
here just as they always have.” But 

—what about the newcomer’s trade? 
Who gets that? 

The census has shown that all our 
towns are growing. Every commun- 
ity has a staff of real estate men who 


A Denver sign that everybody knows. It greets 
the newcomer when he comes to town to rent. 


keep busy and prosper, taking care of 
the newcomers, and those that move 
away to be newcomers elsewhere — 
Who gets their business? Then there 
is the floating population, the people 
who are constantly in town visiting or 
on business. Every train brings them 
in. Who gets their business? 

It is the store that looks enterpris- 
ing, and prosperous, and _ therefore 
dependable, that gets this business, and 
it isn’t the store with the dingy, un- 
attractive windows and no electric 


The newcomer must buy coal. 


AUTOS FOR RENT 


\ 


This sign does business with the newcomer and 
the transient. If he wants an auto he obeys this 
impulse. 


sign. The newcomer and the tran- 
sient buys in answer to the strongest 
impulse, and that always comes from 
the store with the bright sign and the 
cheerful, appealing window. 


Real Estate Signs 

The real estate agent is using elec- 
tric signs nowadays to sell his property. 
Can there be any more eloquent testi- 
monial to the fact that electric adver- 
tising makes sales? 

The sign on the real estate office is 
logical, just as it is on any other busi- 
ness house, but the sign reading, 


THIS PROPERTY 


RP SAIF RY 


IIIDAAILD 


A successful real estate sign in Montreal. 
“STORE TO LET” or “THIS PROP- 
ERTY FOR SALE” sells that prop- 


erty. The ordinary agent’s signboard 


This man Blanks is a real estate agent and the 
sign is on his office opposite the railroad station. 


doesn’t attract much notice, but a 
“TO LET” sign in electric lights is 


Morse gets his business in Montpelier, Vt. 
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Are You Paying 


For Two- Thirds 
More Light Than 
You Actually 


Receive ? 


Perhaps you are, and never stopped to figure it out before. 
Maybe you are not using any more lamps than necessary, but what 
about the cost of operation? Perhaps you would use even more 
lights and burn them longer if it were not for the expense. 


Fort Wayne 
Sign Lighting | ransformers 


offer the solution of merchants’ electric advertising cost problems. 


This device enables you to effectively operate electric signs and 
exterior and interior ornamental lighting effects at one-third your 
present cost. It steps the 110 or 220 volt current down so that 
you can use little 5 and 2% watt Tungstens in place of the expensive 
high voltage carbon lamps. 


These little tungsten bulbs give a white brillant hght which 
is really more effective than that given by carbon lamps using two- 
thirds more current, 


Send today for a copy of our Leaflet 4512 which illustrates and describes this device, and let 
us figure how much you can save each month by installing one. 


FORT WAYNE ELECTRIC WORKS 


Of General Electric Company 
“WOOD” SYSTEMS 


1636 BROADWAY FORT WAYNE, INDIANA 
Branch Offces—All Large Cities 


























read and talked about by hundreds of 
possible renters, who see not only the 
ad but the actual goods which the real 
estate man has for sale. The cost of 
such a sign is small in proportion to 
the profit on the sale, for if the sign 
faces a busy thoroughfare it is not 
needed long. 


The Manufacturer’s Home 
Market 


A Much- Neglected Opportunity for 
Profitable Electric Sign Advertising. 


There are mighty few towns of 
15,000 population or over, where there 
are not at least one or more manufac- 
turing plants; and out of every ten of 
these factories there are several that 
are producing for the popular market, 
soap or wagons or shoes or brushes 
that are sold to the dealers and re- 
tailed to the men and women in every 
community where the goods are pushed. 
Many of these manufacturers are 
‘‘national advertisers,” and spend 


sign to sell their product to the people 
in their own town? 

Electric advertising will do just as 
much for them in their home towns 
per dollar expended. 


The manufacturer can do business in his home 
town with a sign like this. 


The greatest thing in selling a manu- 
factured product to the popular mar- 
ket is to establish its identity, its per- 
sonality in the popular mind. It 
takes an enormous, spectacular sign 
to do it in New York, backed by a 
campaign of newspaper advertising. 


Signs like this become an institution in a town and have their effect on the local buyers. 


thousands of dollars in electric sign 
and billboard advertising in New 
York, Chicago, and the other big 
centres, but how many of them use a 


The brand is a stranger in a big city 
till it has made‘itself known. But out 
in Greenville, Ky., where there are not 
many signs, think of the comparative 




















OUTDOOR ADVERTISING EVERYWHERE 
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Originators of Spectacular Electric Sign Advertising, and of the 
“Great White Way,”” New York City 


Owners of Electric Moving Sign U. S. Patent No. 648,677 
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PEERLESS 


MAZDA SIGN LAMPS 


due to their clear brilliancy will give distinction 
and prominence to your electric sign and there- 
fore will make it of greatest attention compelling 
power. 

Peerless sign lamps are strong. They are 
constructed with a short, V-shaped, drawn-wire 
filament. While burning with a whiter and more 
brilliant light, still they consume only 14 of the 
current taken by the old carbon lamps. 


We publish a comprehensive bulletin 
entitled “Sign Lighting.”” May we send 
it to you gratis? If so, a card from you 
will bring it. 


The Warren Electric & Specialty Company, 
Warren, Ohio 




















Sign Lighting Made Cheaper 

















The success and cost of your electric sign depends 
on the lamps you use. A sign, however elaborate and 
cleverly designed, loses the greater part of its value 
if the lamps lack brilliancy. 


Packard Mazda Lamps give a clear white light, are 
durable and very carefully selected. Furthermore, they 
are the most economical sign lamps on the market; the 
old carbon lamp consumes four times the amount of 
current required for the Packard Mazda Lamp. 





The Packard label gives you absolute assurance of highest quality. 
Ask for the experience of those who have tried them. 


New York & Ohio Company 


Warren, Ohio 
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influence of an electric sign prominent 
in the business center and reading :— 





DRIVE A KILL-MILE CAR 
MADE IN YOUR 
HOME TOWN 











The cost of that sign would be 
insignificant as against a “pulling” sign 
on Broadway. Picture a sign reading: 





WEAR NEVER-SQUEAK SHOES 
MADE IN YOUR 
HOME TOWN 








It will sell as many shoes as a big 
sign in Chicago, per dollar spent. 
The manufacturer has a sentimental 
claim on “home folks” that he can 
turn into dollars if he will. A big sign 
on Busy Street and a local dealer to 
sell the goods, will pay a higher rate 
of returns than the big signs on the 
“Great White Way.” Why should so 
many manufacturers overlook — this 
opportunity in their home towns? 

















MR. SIGNMAN 


sE ELECTRIC Co Res 
WARREN, OHIO. USA Fp % 
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We manufactured the first complete 
line of Tungsten Sign Transformers 
placed on the market and have never 
had a burnout. May we quote you? 








THE ENTERPRISE ELECTRIC CO. 
WARREN, OHIO 


























A Peerless 
Exhaust Fan 


is aS important in the modern 
store as good lighting. Bad ven- 
tilation means listless, inaccurate 
clerks and loss of business. The 
public demands good air. 


Install a Peerless ventilating 
Fan high up in the wall of your 
store and eject all the “dead” 
air. The cost is small, the ben- 
efit is great. No more worry to 
keep the air fresh. 

Buy only a Peerless Fan, be- 
cause Peerless Fan Motors are 
never in trouble. Years of faith- 
ful service and ever fresh air go 
with every Peerless Ventilat- 
ing Fan. 

Buy one before the warm 
weather comes. 


Address Motor Department 


THE PEERLESS ELECTRIC CO. 


Warren, Ohio 
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Mr. Merchant! 
Buy An A. & W. Electric Sign 


You don’t buy electric signs very often and when 
you do buy you should insist on getting the Besz, 
not the Cheapest. 


Many merchants make the mistake of trying to 
save money on their “purchase price” of an 
electric sign, and afterwards regret that they did 
not spend a little more on the original outlay and 
get “something better.”’ 


The A. & W. Electric Signs are the “Better” kind 
They cost more to buy but less to keep burning 


You get better advertising from good signs than 
you do from cheap jones and it costs you less to 
get it after the signs are installed. 


We could show you hundreds of pictures of in- 
stallations made for other merchants, but why not 
have your Central Station solicitor get you a 
Special Design for Your Store Free—Ask him for an 
A. & W. Design and you will get it quick. 


The A. & W. Electric Sign Co. 
Cleveland, Ohio 
ELECTRIC SIGN SPECIALISTS 
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Roof Spaces Wanted 
For Electric Display Advertising 


We have several live wire clients who are ready to 
install large Electric Signs in every city of 50,000 
population and over. We have our orders to go 
ahead with the work as fast as we can secure satis- 
factory spaces. 


Have You a Good Sign Space? 


If so, send us a photograph, if possible, and the 
following data to help us determine the advertising 
value of the space to our clients. Also make a 
rough sketch of the streets leading to and past the 


space. Rental per year wanted......, Exact Size 
of Space on roof or wall...... , Location of Building 
on Street...... , Height of Building...... , Popu- 
lation of City...... , Approximate the Traffic 
Passing Space......, Pedestrians......, Car Passen- 
gers...... , Automobiles...... 


Mr. Commercial Manager 


We want several spaces in each city, and if you 
will co-operate with us we can help you increase 
that sign load. We also want to know your rate 
for sign service and rate for sign maintenance on 
Mazda and Carbon Lamps. Do you furnish first 
filling of lamps and renewals? All signs must burn 
from dusk to 11:30. 


Address all communications to Display Adv. Dept. 


The A. & W. Electric Sign Co. 


Cleveland, Ohio 
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The Electric Sign of the Times 


Edison Mazda Sign Lamps are causing as big a revolution in 
sign lighting as Edison Mazda Lamps are creating in incandescent 
electrict lighting everywhere. 


Just as Edison Mazda Multiple Lamps make possible the ful- 
filment of Edison’s Dream of ‘‘Electric-light-for-everybody,” so 
Edison Mazda Sign Lamps make it possible for every merchant and 
manufacturer to have a business getting electric sign. 


The General Electric Company has published a pamphlet on 
electric signs. This illustrated pamphlet contains full directions for 
ordering and operating Edison Mazda Sign Lamps. It tells how to 
change existing signs from carbon lamps to Edison Mazda Lamps, 
what size wire to use in signs, how to wire signs, how to use sign 
lighting transformers, etc. This pamphlet will be mailed on request 
to anyone who mentions this advertisement. 


General Electric Company 


Main Lamp Sales Office: Harrison, N. J. 


Principal Office: Schenectady, N. Y. Sales Offices for the following Cities 


Atlanta, Ga. Cleveland, Obio Macon, Ga. Providence, R. I. 
Baltimore, Md. Columbus, Ohio Memphis, Tenn. Richmond, Va. 
Birmingham, Ala. Dayton, Ohio Milwaukee, Wis. Rochester, N. Y. 
Boise, Idaho Denver, Colorado Minneapolis, Minn, Salt Lake City, Utah 
Boston, Mass. Detroit, Mich. Nashville, Tenn. San Francisco, Cal. 
Buffalo, N. Y. (Off. of Sol’g Agt.) New Haven, Conn. St. Louis, Mo. 
Butte, Mont. Erie, Pa. New Orleans, La. Seattle, Wash. 
Charleston, W. Va. Indianapolis, Ind. | New York, N. Y. Spokane, Wash. 
Charlotte, N.C. Kansas City, Mo. Philadelphia, Pa. Springfield, Mass. 
Chattanooga, Tenn. Louisville, Ky. Pittsburgh, Pa. Syracuse, N. Y. 
Chicago, Ill. Los Angeles, Cal. Portland, Ore. Youngstown, Ohio 
Cincinnati, Ohio 


Look for the General Electric Monogram, the Guarantee of Excellence on Electrical Goods. 
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Many sorts of glassware 
are effective when light- 
ed—some are beautiful 
when cold—but the only 
glass that is beautiful 
and effective both when 


lighted and when cold is 


RUS 


“The most Beautiful 
Glass made in Amer- 
ica.” It is as difficult 
to describe IRIS as to 
describe a sunset. The 
rich glow of color, the 
shimmering iridescence, 
the bold yet delicate 
designs—all must be 
seen to be appreciated. 
The distinctive effects 
are secured by fusing 
the designs into the 
shades not by painting 
them on. This gives a 
richness which suggests 
that it is expensive, but 
in reality the prices are 
very reasonable. We 
will gladly send samples 
to ofhces of central 


station companies. 


Ei i{) 














The Spring Building has 
Do all the 
Home Builders in your town 
know about “IRIS” Glass? 
They Il be in the Market soon. 


already begun. 


There is no satisfaction in handsome 
“shades” that absorb all the light or in 
reflectors that though efhcient are not 
in harmony. 


For lighting our homes, we want 
artistic fitness as well as light and that 
is just what makes IRIS ideal for home 
lighting. 


You can equip half these New 
Homes with IRIS, if you will show these 
people what IRIS means. 


Order Samples and Do Business. 


FOSTORIA 
GLASS SPECIALTY 
COMPANY 


FOSTORIA, OHIO 
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Why Dont Y O US 


Accept My Ofter 
of Co-operation r 


I have sketches, specifications, pamphlets and photo- 
graphs of hundreds of electric signsthat I have built in my 
factory in the last years. They are good signs, the kind 
your people want and need. 


I can duplicate them for you cheap, for the brain work 
on them is all done. I know what they cost to make and 
why. And they are just as newand novel and sales-pulling 
in your town as though no eye had ever seen them. 


Why can’t we work together in this sign business— 
YOU and I—and sell your merchants signs that are bar- 
gains—for a reason—and yet, as good as all-metal signs can 
be built. There’s money in it for you. There’s money in 
it for me. There’s money in it for the merchant. Every- 
body happy. 


I can give you photographs of the real signs. That’s 
better than sketches. There’s business waiting in your 


town. Let’s get it now. 
— T. FE. Valentine. 


Valentine Electric Sign Co. 
Atlantic City, N. J. / 
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